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Schlitz Leaves Y&R; 
Goes to 3 Agencies 


FCC's Walker 
Succeeds Coy; 
Bartley Named 


Walker May Quit in ‘53; 
Bartley Has Been Aide 
to Speaker Rayburn 


WasurncTon, Feb. 29—-Commis- 
sioner Paul A. Walker succeeds 
Wayne Coy as chairman of the 
Federal Communications Com- 
mission. President Truman yes- 
terday also named Robert T. 
Bartley as the FCC’s_ seventh 
member. 

The President made the ap- 
pointments just a week after Mr. 
Coy suddenly resigned to become 
a TV consultant to Time Inc. 

Commissioner Walker has been 
a member of the FCC since it was 
set up in 1934. He has served as 
vice-chairman for several years. 
Now 71, he is expected to retire 
when his term ends June 30, 1953. 

Mr. Bartley, 42, has been ad- 
ministrative assistant to his uncle, 
House Speaker Sam Rayburn, 
since 1948. The new commissioner, 
a Texan, in 1932-34 was a mem- 
ber of the staff of the House com- 
mittee that investigated public 
utility holding companies. He be- 
came director of the telegraph di- 
vision of FCC in 1934. 

Mr. Bartley was assistant to the 
president and later v.p. of the 
Yankee Network from 1939 to 
1934. During the war, Mr. Bartley 

(Continued on Page 8) 


NEW MEMBER AND CHAIRMAN— Robert : Bartley (left), 


named a President 


Truman to the Federal C 


Thursday with Paul A. Walker, who oo FCC's chairman, exesseding ' Wayne Coy. 


Uncle Sam Does a Neat Straddle... 


Government Hits 
Sunbeam with an 
Anti-Trust Suit 


Cuicaco, Feb. 28—The govern- 
ment today filed suit against Sun- 
beam Corp., charging its price 
agreements are in restraint of 
trade and violate the Sherman Act. 

Named in a group as co-conspir- 
ators with the Chicago appliance 
maker are the approximately 1,200 
wholesalers who distribute the 
Sunbeam line in the United States. 

The suit charges that the resale 
price minimums set by Sunbeam 
have resulted in: 

(Continued on Page 61) 


Agency Networks Have Come of Age; 
Bill More than $100,000,000 a Year 


Seven Networks and 
150 Members Find 
‘Networking’ Pays 


By Bruce BRaDWay 

Cuicaco, Feb. 27—Advertising 
agency networks have hit the big 
time. 

There were many advertising 
experts back in 1928 who nodded 
wisely when the First Advertising 
Agency Group was formed. “Very 
interesting,” they said, “but it 
never will amount to very much.” 

The skeptical attitude has per- 
sisted, despite formation of two 
additional agency networks in 
1932, two more in 1938, and others 
in 1948 and 1950, bringing the 
total to seven. 

Today, advertising agency net- 
works bill more than $100,000,000 
annually and include more than 
150 members. The agency network 
business is big business. But even 
in the advertising field, agency 
networks are one of the least 
known—or understood—phenome- 
na. 

Agency network members have 
long passed the stage—a very 
brief one in any case—when be- 
longing to a network meant that 
individual members could boast of 
having “affiliated offices in many 

(Continued on Page 40) 


Billings of Albert 
Frank-Guenther Law 
Totaled $10,230,261 


New York, Feb. 26—AA’s report 
of agency billings in its Feb. 25 
issue erred in an important respect. 
In the list of agencies billing 
$10,000,000 and over, the 44th 
agency in rank should have been 
Albert Frank-Guenther Law, not 
Doremus & Co. 

It was Albert Frank-Guenther 
Law’s first year in this group. The 
agency billed $10,230,261 in 1951, 
compared to $8,664,424 in 1950. It 
added Otis, McAllister & Co., Kip- 
linger Washington Agency and 
Doehler-Jarvis Corp., and lost 
Mosler Safe Co. and Bellows & Co. 
It has 158 employes. 

The billings of Doremus & Co. 
were up 16%, to pass the $7,500,- 
000 mark, and were correctly re- 
ported in the issue on Page 78, in 
the section covering agencies with 
$5,000,000 to $10,000,000 in billing. 


Highlights of the Week's 
News and Feature Index 
Appear on Page 4 


Fair Trade Gets 
Big Boost from 
Commerce Dept. 


WASHINGTON, Feb. 28—The gov- 
ernment’s fight against stronger 
fair trade laws split wide open to- 
day. Commerce Secretary Charles 
Sawyer issued a statement asking 
Congress to pass legislation forc- 
ing non-signers to maintain resale 
prices, 

“There is reason to conclude,” 


Suits were all over the place 
last week. Justice started on a 
probe of radio and TV manufactur- 
ing (Page 61). A retailer filed an 
anti-trust suit against 11 distribu- 
tors (Page 61). And Justice De- 
partment moved against interlock- 
ing directorates (Page 61). 


Secretary Sawyer wrote the House 
interstate commerce and House 
judiciary committees, “that the 
case against fair trade is more 
theoretical than real; that fair 
(Continued on Page 61) 


Nielsen Launches 
Comprehensive New 


Broadcast Ratings 


Cuicaco, Feb. 29—A. C. Nielsen 
Co. today confirmed reports that 
the company will launch a compre- 
hensive new service for radio and 
television stations and networks. 

National Broadcasting Co. al- 
ready has signed for the com- 
plete service. The contract with 
NBC is said to cover the largest 
single survey ever made by Niel- 
sen. The actual cost to clients will 
be worked out in a few weeks. 

The new Nielsen service is com- 
parable in scope to Broadcast 
Measurement Bureau’s previous 
studies. It will be available to the 
entire broadcasting industry—AM 
and TV broadcasters, agencies and 
advertisers. 

Eventually, Nielsen plans to ex- 
tend the studies to cover other me- 
dia, and reports will be offered 
soon after the data is gathered. 


s The new Nielsen Coverage Serv- 
ice reports will include: 

1. The weekly audience of each 
station and network for the entire 
U. S. and almost all counties. 

2. The composition of the week- 
ly audience in accordance with fre- 
quency of listening; economic sta- 
tus; family size and composition; 
TV set and car ownership; race; 
farm ownership, and other factors. 

3. Monthly audience of each sta- 
tion and network (for the purpose 
of comparison with magazine fig- 
ures). 

4. Homes reached per minute 
for net stations as an average of 
network option hours—morning, 
afternoon and evening. 

5. Out-of-home radio listening, 
covering auto radios, stores, 

(Continued on Page 65) 


Last Minute News Flashes 


Murray Grabhorn Joins Edward Petry & Co. 

New York, Feb. 29—Murray Grabhorn has resigned as managing 
director of the National Assn. of Radio & Television Representatives 
to become director of business development of Edward Petry & Co., 
radio-TV station representative. One of his duties will be to attract 
new advertisers to spot broadcasting. A veteran of 24 years in the radio- 


TV industry, 


Mr. Grabhorn was formerly v.p. 


in charge of o-and-o 


stations of the American Broadcasting Co. 


Whole Fels Account Goes to McKee & Albright 
PHILADELPHIA, Feb. 29—Fels & Co. has switched its entire account, 
worth more than $1,000,000, to McKee & Albright from H. H. Dubois 
Inc. McKee & Alb®T ht has had the new Rol portion of the account. 
Dubois (formerly Saz . Roberts Co.) has handled Fels for more than 


ten years. x oe 


Continental to Spend $3,500,000, Use 1,000 Papers 


Ponca Crry, Oxta., Feb. 29—Continental Oil Co. will reportedly 
invest $3,500,000 for advertising this year. In addition to its regular 
ad schedulé, the company plans to buy space in more than 1,000 news- 
papers and time on 72 radio and 19 TV stations. Geyer, Newell & 


Ganger, New York, is the agency. 


Colgate Tests New Toothpaste in 4 Cities 

New York, Feb. 29—Colgate-Palmolive-Peet Co. is testing a chloro- 
phyll toothpaste in Springfield, Mass., Canton, O., Madison, Wis., and 
Chattanooga, Tenn. The dentifrice, which has been on the test market 
for about a month, is called Colgate Chlorophyll toothpaste. Sherman 


& Marquette is the agency. 


(Additional News Flashes on Page 65) 


Sudden Shift by Beer 
Leader Stirs Reports 
of Other Changes 


Cuicaco, Feb. 29—The beer ad- 
vertising business is in a dither. 

On Tuesday, Schlitz announced 
offieially that its account is mov- 
ing from Young & Rubicam, where 
it has been for the past five years, 
on June 1, It is going to three 
agencies: 

Leo Burnett Co., Chicago, will 
handle magazines, newspapers, 
business and trade publications and 
outdoor. Lennen & Mitchell, New 
York, will take on radio and tele- 
vision. Export advertising will be 
handled by Irwin Vladimir & Co., 
New York. Y&R had handled all 
phases of the account. 


@ The news had scarcely broken 
when the trade ran rife with ru- 
mors of other impending agency 
changes. Some—like the report 
that there would be a new ageficy 
lineup for Blatz—apparently had 
solid foundation. Others—like the 
rumor that Pabst was considering 
a change—seemed made out of 
fairly thin air. 

Blatz, says rumor, may give its 
entire account to Wm. H. Wein- 
traub & Co., or the whole account 
may replace Schlitz in the Y&R 
compound. Weintraub now handles 
radio and TV for Blatz, with print 
media handled by Kastor, Farrell, 
Chesley & Clifford. The account 
totals close to $5,000,000. 

Behind the talk was a lot of real 
drama in a field still largely domi- 
nated by individualistic family 
teams. Involved, also, are some 
surprisingly big advertising budg- 
ets. 

Schlitz, which has led the sales 
parade during the five years in 
which it was handled by Y&R, is 
said to have billed something over 
$7,000,000 through that agency in 
1951. It spent $1,454,637 for TV 
network time in 1951, up a cozy 
535% from the previous year, ac- 
cording to Publishers Information 
Bureau. And even though its net- 
work radio time charges dropped 
11%, they still added up to $625,- 

(Continued on Page 64) 


Purepac Launches 
New Mouth Wash 


New York, Feb. 28—Purepac 
Corp. this week began marketing 
Chloramint, its new mouth wash 
designed to destroy odors from al- 
cohol, tobacco, garlic .and false 
teeth. 

The chlorophyll product was in- 
troduced in the New York area 
with distribution of free samples 
followed by newspaper ads. 

On a national scale, Purepac 
wholesalers received their first 
shipments. Magazine advertising 
will begin in April along with 
newspaper copy in some cities. 
“Takes Your Breath Away” is the 
theme of the promotion. 

Future plans also call for tele- 
vision. Leonard Wolf & Associates, 
New York, is the agency. 
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Lack of Competition, Media ‘Rut’ 


Hurt Utilities Advertising: Chase 


Boston, Feb. 26—New England 
members of the Public Utilities 
Assn. have been told that their 
advertising is becoming routine 
because utilities don’t compete 
with each other. 

Edward F, Chase, v.p. of Harold! 
Cabot & Co., warned a regional 
conference here that “utility ad- 
vertising can be taken for granted 
just as easily as the service it 
sells.” 

The agencyman suggested that 
the utilities add new punch to their | 
copy by using a change of pace. | 
Noting that 65% of utility ad bud-| 
gets go into newspapers, Mr. Chase | 
urged greater consideration of ra- 
dio and TV. 


@ He also advised a permanent 
program of media research so that 
each medium can be studied to 
see if it “is doing a good job.” This 
research is quite important, he 
said, now that the media picture is 
changing. 

Variety “gives a basic selling 
idea new significance and wallop,” | 
Mr. Chase asserted. He pointed out | 
that with 15,000,000 TV sets in-| 
Stalled in the U. S., “television is| 

good and its impact too great} 
you to ignore.” Don’t consider | 
replacement medium, he} 
Warned, but an additional one. 

Mr. Chase told the utility peo-| 
Pile that newspapers cannot be re-| 
Placed by TV because they are| 
tallored to a specific community. | 
However, he suggested that the| 
advent of television might make} 

1 weeklies a stronger medium | 
utilities. 


§ Radio is a good medium, he con-| 
ed, if used intelligently. How- | 
ever, he said “radio from 5 p.m.| 
isn’t anywhere near worth the} 
Bice: rates in areas where you| 


have even 20% television cover-| 


2 connection with radio, Mr.| 
Case again stressed the impor-| 
ta—fce of research. He cited the! 
case of an electric company which 
planned a series of singing com- 
m@rcials to tell the story of low-| 
coast electricity. 

This company, he said, conduct- 
ed tests in two cities before start- 
Yng the spots. Homes were can- 
vassed to determine listenership 


habits and costs of household items 
and services. Then, on the basis| 
of the research, a 30-a-week| 
schedule was run for 12 weeks. | 
The areas were canvassed again | 
and results showed that the series! 
had been very effective in chang-| 
ing public attitudes toward elec- 
tricity costs. The results also 
showed that the impact was twice 
as great in the city which heard 
about double the number of spots 
as in the other. | 


® Another medium overlooked by | 
utilities is farm radio, he contin-| 
ued. The farm TV audience is low, | 
Mr. Chase pointed out, and “farm- 
ers depend on the radio more 
than any other working group.”) 
He suggested that utilities sponsor | 
programs stressing their service to| 
farmers. | 

Rather than use radio on a 52- 
week schedule of a few spots, Mr. | 
Chase recommended three- to 12- 
week saturation spots on weather 
and news programs, “Then duck 
out,” he said. “Go in a little later 
with another campaign. Then duck 
out again. I believe you'll get more 
impact in your over-all program 
[that way].” 

Mr. Chase also gave his listeners 
some suggestions on institutional 
advertising. He warned against 
packing ads with “big doses of the 
evils of socialism or laissez faire 
or the creeping menace.” Make 
reports of progress and give facts 
on costs, he suggested. 


® He also advised running ads in 
the labor press to present the case 
for privately owned companies. 
He said labor leaders are strong 
advocates of federal power pro- 
grams, but stated that utility ad- 
vertising would find a large read- 
ership among readers of labor pa- 
pers. 

Also important, said Mr. Chase, 
are the professional publications, 
because ministers, doctors, law- 
yers and especially teachers are 
key people to reach with institu- 
tional copy. 

Elected chairman of the New 
England utility advertisers group 
was Paul V. Hayden, director of 


public relations for Connecticut 
Light & Power Co., Waterbury, 
Conn. 


Whirlpool Line Coming Back by Summer 


Sr. Josern, Micu., Feb. gt 
next summer, consumers will} 
again be able to buy Whirlpool | 
automatic washers, irons and dry-| 
ers. 

Whirlpool Corp. is getting set 
io reenter consumer markets from 
which it withdrew 12 months ago 
because of materials shortages. 
Parts are now in greater supply | 
and output will be stepped up.| 
(Whirlpool makes similar equip- 
ment for a mail order firm.) | 

A 60-day survey of local media 
in each of the markets to be re-| 
opened will be completed early in| 
April. By mid-summer the com-| 
pany will be ready to reintroduce | 


its line. 
® During the production winds 
Whirlpool continued national ad-| 
vertising in a few magazines. The | 
current spring schedule began with | 
a color page in the Jan. 26 Sat-| 
urday Evening Post and continues 
with four-color ads in the March 
15 Post, February and April Bet- 
ter Homes & Gardens, March and | 


| 


May Good Housekeeping, and 
March and May Ladies’ Home} 
Journal. | 


Whirlpool’s national advertising | 
is handled by Beaumont & Hoh- 
man, Chicago. Business paper 
space is placed by Paxson Adver- 
tising, Benton Harbor, Mich. 


Winius-Brandon Co. Appoints 
Firth Director of Research 
James A. Firth, formerly profes- 


sor of advertising at Washington 
University, St. Louis, has been ap- 
pointed a mem- | 
ber of the plans) 
board and direc-| 
tor of research of | 
Winius-Brandon| 
Co., St. Louis. 

Prior to join- 
ing Washington 
University in 
1947, Mr. Firth 
worked in the 
New York area 
in various adver- 
tising positions 
He has been as- 
sociated with Warwick & Legler, 
Sears, Roebuck & Co., Jordan 
Marsh Co., and A. C. Gilbert Co. 
He also has been a display re-| 
searcher for the National Retail 
Dry Goods Assn. and the National 
Assn. of Display Industries. 


+ 


we 


James A. Firth 


Frost Joins ‘Chronicle’ 
James Frost, formerly an ac- 
count executive of KPOJ, Port- 


| land, Ore., has been appointed as- 


sistant promotion manager of the 
San Francisco Chronicle. 


Leaves Philco Distributors 
Ronald D. Robbins, assistant ad- 

vertising manager of Philco Dis- 

tributors Inc., Chicago, has re- 


Now “tune in” perfect 
with the \Z 


“a 


RCA ENTERS A NEW FIELD—This full-color spread in Life will open RCA Victor's 
first ad campaign for its room air conditioners. Other ads in Life, and some news- 


paper copy, will 


“RCA 


weather in your home 
Room Air Conditioner! © 


follow this spring. 


Lever, Pillsbury 
Hope to Build 
1 Sale into 3 


New York, Feb. 26—Lever 
Bros. and Pillsbury Mills have 
cooked up a tie-in that should 
make one sale pay off in two 
more. 

First, a customer buys a can of 
Lever’s homogenized Spry. She 
mails in the label and receives two 
coupons. One is worth 10¢ toward 
the purchase of a 3-lb. can of 
Spry. The other is worth 10¢ on 
Pillsbury’s Best flour. As a bonus 
on the flour, she gets a copy of 
“Grand National Baking Contest 
Prize-Winning Recipes.” 

Lever and Pillsbury plan strong 
advertising support for the tie-in. 
Full-color spreads appear in 
March issues of Better Homes & 
Gardens, Good Housekeeping, Mc- 
Call’s and Successful Farming. 
These ads feature “Peach Planta- 
tion Shortcake,” a prize-winning 
recipe. 


® Two-page color ads will run in 
Sunday newspaper supplements. 
These will feature “Starlight 
Double-Delight Cake,” which won 
$25,000 for Mrs. Samuel P. Weston 
of La Jolla, Cal., in the Pillsbury 
contest. 

Spry’s “Aunt Jenny” (CBS) will 
offer radio support to the promo- 
tion. A joint sales force operation 
will distribute special display ma- 
terials to retailers 

Ruthrauff & Ryan handles Spry 
and Leo Burnett Co., Chicago, 
works on Pillsbury’s flour. 


Foley Buys Goodall 
Mower Firm: Plans 
More Advertising 


WARRENSBURG, Mo., Feb. 26— 
Outstanding stock of Goodall Lawn 
Mowers has been acquired by 
Foley Mfg. Co., Minneapolis, and 


the new owner plans an expanded | 


ad program for 1952. 

Foley, maker of kitchen utensils, 
automatic saw maintenance equip- 
ment and lawn mower sharpeners, 
will continue Goodall manufactur- 
ing operations at Warrensburg 


Coming: Dog Food 


with Whale Meat 


ALLENTOWN, Pa., Feb. 27—“Dog 
| food from the sea” is on its way 
to a test campaign. 
AL-PO Dog Food Co., packer of 
pure beef and pure horsemeat dog 
| foods, has announced that it is 
now importing tons of whale meat 
for a new dog food line. 

It will be tested first in Phila- 
delphia. Weightman Inc., Phila- 
delphia, AL-PO’s agency, will han- 
dle promotion. 

The company won’t say a word 
about where it gets its whale meat. 


Buys Slice of ‘Howdy Doody’ 


The Roberts, Johnson & Rand 
branch of International Shoe Co., 
St. Louis, has bought a quarter- 
hour segment of the Saturday 
morning “Howdy Doody” radio 
show over NBC. A 52-week con- 
tract for the 8-8:30 a.m., CST, por- 
tion has been placed through Hen- 
ri, Hurst & McDonald, Chicago. A 
repeat broadcast for West Coast 
stations will be aired at 11:30 a.m., 
CST. The order starts with 83 sta- 
tions, effective March 23, and by 
next Aug. 16, 40 more stations will 


be added. 
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RCA to Open Drive 
in Spring for New 
Air Conditioners 

CAMDEN, N. J., Feb. 27—RCA 
Victor will, in the “early warm 
weather months,” open its first ad- 
vertising campaign for RCA air 
conditioners. 

A four-color spread in Life at 
that time will headline the theme, 
“Now ‘tune in’ perfect weather in 
your home with the new RCA 
room air conditioner!” B&w pages 
in Life will follow as summer ap- 
proaches. This is the only maga- 
zine advertising for the product 
during 1952. 

At the same time, full-page 
newspaper insertions in 15 south- 
ern cities will be used, with north- 
ern markets added later. 


® E. Burt Close, ad manager of 
the air conditioning division, told 
ADVERTISING AGE that all copy will 
be slanted toward benefits to be 
had from the air conditioners. 
Early copy will be educational. 

The same slant will be stressed 
on “Kukla, Fran & Ollie” on NBC- 
TV and on RCA-sponsored radio 
shows. 

Mr. Close said national distribu- 
tion of the new air conditioners 
has been completed. Dealers will 
receive units early in March, along 
with consumer folders, ad mats 
and slide films for sales meetings. 

Al Paul Lefton Co., Philadel- 
phia, is the agency. 


Appoints Mogge-Privett 


Lady’s Choice Foods, Los An- 
geles manufacturer and distribu- 
tor of grocery store products, has 
appointed Mogge-Privett, Los An- 
geles, to direct its advertising. Pre- 
viously, Ross Sawyer Advertising 
had the account. 


Egolt Joins Gray & Rogers 

James L. Egolf, formerly with 
Beck Engraving Co., Philadelphia, 
has joined the production depart- 
ment of Gray & Rogers, Philadel- 
phia. 


PAY ATTENTION—Model Ann Bryan, dressed in Nedick’s new nylon uniform, and 


Walter S. Mack Jr., Nedick’s president, lend their ears as “Nick Nedick” plays 
one of the company’s new singing commercials. 


| Nedick’'s Introduces New Orange Drink 


| New York, Feb. 26—Nedick’s| 


drink in all Nedick’s stores. Foun- 


with advertising and sales centered | tne. Jast week introduced a new) tain personnel will wear the com- 


in Minneapo 
Goodall’s 

begins next month. The company’s 

agency, R. J. Potts-Calkins & Hold- 


fruit orange drink that it will sell 


| fountain soft drink. 
| The company closed its Madison | 


pany’s new orange-and-green ny- 


onal advertising| as both a concentrate and a soda) lon uniforms. 


Several singing radio commer- 
cials will be used to promote the 


en, Kansas City, Mo., has sched-' square Garden Bldg. store one|new Orange-O drink. Here’s a 
juled Better Homes & Gardens, morning and staged a special party | sample, to be sung to the tune of 


Farmer and The Saturday Evening 
Post. 


Schafer Co. to Reynolds Ltd. 
Harold Schafer Co., Toronto, has 
appointed E. W. Reynolds Ltd., 
Toronto, to direct Canadian ad- 
vertising for Gold Seal glass wax, 


Wood Cream and Snowy bleach. 


Promotion plans are being dis- 


| signed to join the U. S. Air Force. | cussed. 


| described by Walter S. Mack Jr., 
Nedick’s president, as “so unique | 
|that a patent has been applied 
| for.” Grocery stores will stock the 
|concentrate in six-ounce cans 
| which, when water is added, will | 
serve six. | 


A new electric fountain dis-) 


penser called “The Fountain of 


| Youth” will be used to serve the! 


| Household, Newsweek, Prairie t jaunch the new product. It was| The Farmer in the Dell”: 


Keep in the pink, 

With Nedick’s sunshine drink, 

Hi-ho the Orange-O 

It's the orange drink for me! 

(Spoken) And me—and baby makes 

three. 

Nedick’s has 96 stores through- 
out the country. Last year 55,000,- 
000 people spent an average of 17¢ 
each in these stores, Mr. Mack said. 

Weiss & Geller is the agency. 
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Flents’ Saga: a Flock of Swallows 
Becomes 20,000,000 Ear Stopples 


By JaMeEs V. O’GaraA 

New York, Feb. 26—Flents 
Products is an improbable com- 

any. It was started because of a 
lock of swallows. It makes anti- 
oise ear stopples. And the anti- 
wise crusader who heads it is 
amed Low. C. H. Low. 

In the 25 years Flents has been 
perating, it has sold at least 10,- 
00,000 pairs of its stopples—small, 
liable balls of cotton impregnated 
vith waxes and oils. Purchasers 
ave included people who can’t 
sleep nights because of traffic 
noise, the spouse’s snoring, barking 
logs, riveting, TV and radio, 
whistles and bells, construction 
jobs, trains and planes. 

The biggest buyers are industrial 
companies interested in safeguard- 
ing workers against occupational 
deafness. General Electric, for in- 
stance, recently bought 25,000 
pairs of stopples and left them 
around where employes could pick 
them up and use them, 


® Hundreds of companies supply 
Flents to their workers. Among 
them are Anaconda Steel & Wire, 


| Boeing Airplane, Canadian Inter- 
national Paper, Carbide & Carbon 
Chemicals, Chrysler, Fairbanks, 
Morse & Co., Johns-Manville, Mor- 
ton Salt, Owens-Corning-Fiber- 
‘ glas, Texas Co., U.S. Gypsum and 
Westinghouse. 

Flents successfully sells hun- 
|dreds of thousands of stopples a 
| year to sensitive sleepers and in- 
| dustrial workers. It uses small ads 
in daily newspapers and bigger 
ads in safety, drug and industrial 
| publications. The ads also mention 
| Flents “light shield,” eye covers 
which “help you sleep, day or 
| night.” : 

Occasionally, it will take a frac- 
| tion of a page in The New Yorker 
| Like the time several years ago, 
when Mr. Low got a letter from a 
woman who insisted she wanted to 
| kill her husband because his snor- 
ing drove her wild. She hoped the 
stopples she was ordering would 
eliminate her homicidal inclina- 
tion. Mr. Low sent her a telegram. 
“Don’t do anything rash. Stopples 
on way air mail special.” 

The incident was subsequently 

(Continued on Page 66) 


Government Statistics 
Business Men Charge 


Cuicaco, Feb. 26—Two industry 
spokesmen today charged that 
government statistics are biased in 
favor of labor. 

The charges were leveled by 
George C. Smith, a program di- 
rector for the U.S. Chamber of 
Commerce, and Lester S. Kellogg, 
economist for Deere & Co., at the 
weekly luncheon of the Chicago 
Assn. of Commerce and Industry. 

The meeting also was sponsored 
by the Chicago chapter of the 


Are Biased for Labor, 
at Commerce Meeting 


get taxes figured in “on both sides 
of the equation.” He said that 
labor leaders have asked the gov- 
ernment to use take-home pay as 
a wage index and then they ex- 
pect taxes to be considered part of 
| the cost of living. 

|@ The substance of Mr. Kellogg’s 
talk was that business men should 
be aware of what statistical data 
| mean and should not follow them 
| automatically. 


American Statistical Assn. and the} ye warned that statistics can be 
Chamber of Commerce of the U.S. | juggled to mean almost anything. 


, , a , | He said some companies have kept 

oo =. discussed “What’s| such inadequate records of their 
rong with Our Wage and pont data that they have to go to the 
Measurements” and concluded that government to get information on 


business gets the worst of it in| 
the government wage and price in- | 
dexes. | 

First of all, said Mr. Smith, no} 
data has been drawn up to meas- 
ure real income of employes. He 
declared that the government con-| 
siders only direct wage payments | 
and ignores the rapidly-increasing | 
fringe benefits which represent) 
real income to the worker. } 

Mr. Smith pointed out that non- | 
wage payments such as health and | 
pension plans make up part of a 
company’s costs and should be 
figured in when computing in- 
come. He quoted a Chamber of 
Commerce survey which showed | 
that 700 companies are now offer- | 
ing 50 types of fringe benefits and | 
that the average money value of 
these benefits is 16% more than 
payrolls. 


s As for price data, Mr. Smith 
said the Consumers Price Index 
measures only the cost of living} 
rise attributed to price increases. | 
He complained that it does not} 
take into account the quality in- 
crease in such articles as ap- 
pliances, autos, food and clothing. 

Mr. Smith charged that during} 
the war labor groups complained 
that the cost of living was really | 
higher because of deterioration of | 
quality but “now no one talks! 
about the increase of quality.” 

As an example, he pointed out 
that while nylon socks may cost 
twice as much as cotton ones, they 
also will last much longer. But, | 
said Mr. Smith, when the govern- 
ment makes its price index, it con- | 
siders only the fact that the cost) 
of socks has gone up. | 

Mr. Smith also attacked at-! 
tempts by some labor groups to! 


their own business operations. 

As an example of companies 
“blindly” following government 
statistics, Mr. Kellogg pointed to 
the “hundreds of wage contracts” 
which now have escalator clauses 
calling for automatic wage in- 
creases when the government cost- 
of-living index rises. 

Mr. Kellogg said one inequity in 
wage-price relationships is the 
failure to measure productivity. 
Wages are allowed to go up, he 
said, whether productivity rises 
or remains the same. 

Mr. Kellogg was formerly chief 
of the prices and cost of living di- 
vision of the U.S. Bureau of Labor 
Statistics. Mr. Smith is currently a 
member of the business research 
advisory committee of the BLS. 


NEW TYPE—Holeproof Hosiery Co., Mil- 

waukee, announces its new “‘live-knit’ 

Luxite hosiery line in this four-color page 

which appears in the March issue of 

Vogue. Weiss & Geller, Chicago, is the 
agency. 


Petes of Game ot Fete 


ea) ae Laatien m 


‘Swewell He-Man Dinner Mom 


can fix in minutes—!9¢ a plate / 


and tn? bas ine 
orem Hy aT BOS Erk 


SMALL SPACE—This Birds Eye color page, to appear in March 17 Life, carries a 
brief Advertising Council message without interfering with impact of selling copy. 


Advertisers Asked to Run Ad Council Items 


New York, Feb. 29—The Ad- 
vertising Council today announced 
a new “magazine allocation plan” 
for advertisers. The plan calls on 
advertisers to include a brief mes- 
sage about one of the council’s 
campaigns in at least four ads a\ 
year. | 

About 200 leading advertisers 
and 400 agencies were informed of 
the plan this week via a 30-page 
brochure outlining the proposal. 
Pledges of support already have 
been received from the Borden Co., | 
Borg-Warner Corp., Bristol-Myers 
Co., Birds Eye division of General 
Foods and Republic Steel. 

The plan originated at last fall’s 
meeting of the Assn. of National 
Advertisers. At that time, William 
R. Baker Jr., president of Benton & 
Bowles, made a presentation of 


ads with public service tie-ins and 
urged more frequent and wide- 
spread use of the technique. 


s The plan then was developed by 
a sponsorship committee from the 
board of the council. The commit- 
tee includes three representatives 
each of advertisers, agencies and 
magazines. Leo Burnett, president 
of Leo Burnett Co., is chairman. 
Messages to be included in each 
company’s advertising will appear 
“in a manner that will gain atten- 
tion without interfering with the 
over-all impact of the advertiser’s 
own selling appeal.”’ Council mes- 
sages will aim at making Ameri- 
cans more aware of “our ideals, 
our interests, our objectives... and 
the grave dangers that threaten 


us. 


Nominations Open 
for Ad Hall of Fame 


New YorK, Feb. 26—Nomina- 
tions are open for the annual Ad- 
vertising Hall of Fame elections. 
The deadline is April 15. 

All advertising groups, associa- 
tions, clubs or individuals may 
nominate candidates. They should 
send biographical information and 
a statement on the candidate’s 
achievements to the Advertising 
Federation of America, 330 W. 
42nd St., New York 18. 

The two nominees selected this 
year will be chosen by a jury of 
nine or more advertising leaders. 
Hall of Famers are elected on a 
basis of special achievement and 
service in advancing the social and 
economic values of advertising. 
The distinction is a posthumous 
one, awarded to individuals who 
died at least two years previously. 


@ Seventen men have been elec- 
ted to the hall so far. They are F. 
Wayland Ayer, Rollin C. Ayres, 
Stanley Clague, Cyrus H. K. Cur- 
tis, William C. D’Arcy, Alfred 
Erickson, Benjamin Franklin, Wil- 
liam H. Johns, Lewis B. Jones, 
E. St. Elmo Lewis, Theodore F. 
MacManus, James H. McGraw, 
Edwin T. Meredith, John Irving 
Romer, Merie Sidener, Walter A. 


Strong and John Wanamaker. 


Chambers Corp. Appoints 
C. E. Parson Ad Manager 

Chambers Corp., Shelbyville, 
Ind., producer of insulated gas 
ranges, has appointed C. E. Parson 
ad manager. He 
will coordinate 
the national ad- 
vertising and 
public relations 
programs of the 
company. 

Mr. Parson 
joined Chambers 
two years ago to 
organize its cook- 
ing school pro- 4 
gram. Prior to 
that he was in 
charge of adver- 
tising for Edwin Flato Co., retail 
appliance stores in Houston, Beau- 
mont and Corpus Christi, Tex., and 
South Texas distributor for Cham- 
bers. 


National Shirt Shops 
Sales Up, Not Down 

Through a typographical error, 
January sales of National Shirt 
Shops were reported down com- 
pared with 1951, when in faci they 
were up (January Sales of Chain 
Stores, AA, Feb. 25). Sales of Na- 
tional for January of this year 
totaled $1,020,600, an increase of 
6.9% from the corresponding 
month of 1951, when sales were 
$954,360. 


Riordan Co. Moves 

John H. Riordan Co., Los Ange- 
les, has moved to new and larger 
quarters at 3670 Wilshire Blvd. 


C. E. Parson 


Clothiers Plan 
Publicity Drive 
on Men’s Wear 


Cuicaco, Feb. 27-—“Dress Up 
America” and “The Right Clothes 
at the Right Time” were key sub- 
jects discussed at the 34th annual 
convention of the National Assn. 
of Retail Clothiers and Furnishers 
here this week. 

These two themes will be the 
subject of much publicity in the 
coming months through efforts of 
the Men’s Wear Inter-Industry 
Council. (The council will not ad- 
vertise, however.) The group's 
program, in the making for the 
past two years, received wide- 
spread enthusiasm at the meeting 
here. Industry leaders were unani- 
mous in voicing their approval of 
the program as well as the need 
for one. 

The council, comprising 15 man- 
ufacturing and retail groups in 
men’s clothing and furnishing, acts 
as a central clearing house for 
publicity. As an outgrowth of Wool 
Bureau’s information service, it is 
now providing 1,650 newspapers 
with proof sheets, mats and photo- 
graphs of men’s styles. 

Chairman of the council is F, 
Eugene Ackerman, president 
the Woo] Bureau. 


® Among the speakers, Frank 
Lee, board chairman of Frank 
Lee Co. (hats), characterized t 
men’s wear industry as entering “ 
decade of unparalleled growth 
He said that today more newsp 
pers are showing interest in men 
fashions and are producing men 
fashion sections. 

“There are now at least six 
seven magazines giving regulz 
consideration to popularizing ne 
trends in men’s wear,” he added. 

The need for increased prom 
tion was pointed up by Micha 
Daroff, president, H. Daroff 
Sons, Philadelphia. Mr. Daro 
said the men’s clothing indust 
must impress upon the Americal 
man that the clothes he wears a 
as much a symbol of his succe 
in life as his auto, TV set or oth 
luxuries. 

He praised the convention for i 
theme, “Dress Up America,” b 
noted that “it is to Mr. America 
that all of our attention and effort 
must be directed. He is our boss. 
If his present trend toward care- 
less attire is not altered, the cost 
to our multi-billion dollar indus- 
try promises to be disastrous.” 

He added that “present adver- 
tising and promotion themes are 
not bringing men into the stores... 
We must reorganize our thinking. 
Manufacturers and retailers must 
work together to develop construc- 
tive programs which will bring 
customers into stores, and sell 
them while they are there.” 


8 A four-point program for “dress- 
ing up America” was offered by 
Young & Rubicam’s William H. 
Howard. The agency v.p. suggest- 
ed: 

1. Direct selling of new fashion 
trends to men, rather than through 
women. 

2. More market information on 
male buying and wearing habits. 

3. “An old-fashioned, knock- 
down, drag-out battle to establish 
brand names.” 

4. A concerted effort to uncover 
advertising ideas which stress the 
importance of apparel other than 
as a utilitarian product. 

New officers elected at the con- 
vention were: President, Ben Pro- 
jan, Hanny’s, Phoenix; v.p.s, E. J 
Hesketh, Jacob Reed’s Sons, Phil- 
adelphia, and George M. Epstein, 
Bell Clothing House, Kenosha, 
Wis., and treasurer, Gerald D. 


Grosner, Grosner of Washington. 
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Memphis Adclub Stages ‘Advertising Week’ 


Mempuis, Feb. 28—-Memphis 
honored the ad profession this 
week with a series of events based 
on the theme “Advertising helps 
you.” 

The theme was stressed in news- 


paper ads, outdoor posters, bus 
ecards, movie trailers and direct 
mail. Radio and TV spots also 


called attention to the benefits of 
advertising 

Sponsored by the Memphis Ad- 
vertising Club, the week-long ob- 
servance included a special Ex- 
change Club luncheon on Tues- 
day. Edward J. Meeman, editor of 
the Memphis Press-Scimitar, told 
the meeting how advertising con- 
tributes to American freedom by 
providing the revenue needed by 
newspapers “to develop facts about 
public affairs.” Advertising also 
promotes freedom of the press, 
said Mr. Meeman, because it does 
not try “to control editorial or 
news policy.” 

Advertising’s role in making pos- 
sible mass production and low-cost 


products was stressed by Herb 
Tushingham, ad manager of Mem- 
phis Publishing Co. The company 
publishes the Press-Scimitar and 
Commercial Appeal, 


® Another event in Advertising 
Week was a dramatic skit de- 
scribing what would happen if 
“all advertising in the U. S. would 
stop at 10 a.m. today.” Prepared 


by people from all the city’s ra-| 


dio stations, the skit was presented 
on seven stations. 

A film, “Do You Believe in Ad- 
vertising?” was shown to business 
students at Memphis State College 
and was given to the Board of Ed- 
ucation library for future use. The 
film tells which aptitudes are best 
for admen and advises students of 
advertising what subjects to take. 

Next Monday, Fairfax M. Cone, 
president, Foote, Cone & Belding, 
will receive the first annual Mid- 
South award for distinguished 
service to advertising. The award 
will be presented jointly by the 


Advertising Club of Memphis and} 


the Sales Managers Club of Mem- 
phis. 


Magazine Publishers Plan 
Joint Subscription Drive 


In mid-March, residents of se- 
lected income areas in 21 cities 
will receive circulation promotion 
pieces for 11 consumer magazines. 
The brochure and coupon offers 
will be distributed by Advertising 
Distributors of America. | 

The magazines cooperating =i 
clude Argosy, Children’s Digest, | 
Cosmopolitan, Good Housekeeping, 
Holiday, Ladies’ Home Journal, 
Life, Parents’ Magazine, The Sat- 
|urday Evening Post, Time and| 

Woman’s Home Companion. The} 
promotion is said to be the first | 
combination offer made without 
a “club” discount or other incen- 
tive for combination purchases. If 
| the plan is a success, it will be ex- 
tended nationally in the fall. 

| Kelley Appoints Ross Agency 
| Harold Kelley, Portland, Ore., 
store, has appointed Ross Adver- 
tising, Portland, to direct its ad- 
vertising. 


att 


“Careful! That’s where they keep orders from their 
advertising in the Des Moines Sunday Register!” 


Piling up results is all in a Sunday's work for the Des Moines 


Sunday Register. 


Big things happen because it’s a big market you stimulate 
—an entire state, no less. The Des Moines Sunday Register 
makes you welcome everywhere in this lush3'2 billion dollar 
market of 242 million people. You get the floor in two out of 
three lowa homes, both city and country. Coverage in 79 
out of the total 99 counties ranges from 50% to 100% ... 


40% to 49% in 12 counties more, and nowhere is it less 


than 21%! 


Count yourself in this sales manager's dream . 


.. where 


urban spending is greater than Philadelphia or Boston, and 
a farm market that’s the greatest on earth. Milline rate $1.86. 


| 


oil, 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1951: 
Daily, 371,459—Sunday, 536,752 


THE DES MOINES REGISTER ano TRIBUNE 


Represented by: 


Gardner Cowles, President 


Scolaro, Meeker & Scott —New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles and San Francisco 


| Jury” TV show (NBC, Sun., 3:30- 
| 4 p.m., CST) when its present con- 
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Highlights of the Week’s News 


New England utilities admen are urged to add new punch to utilities 
ads by Edward Chase, v.p. of Harold Cabot & Co., Boston. Mr. Chase 
contends that it’s too easy to take utilities’ ads for granted . .Page 2 


In 25 years, Flents Products has sold 10,000,000 pairs of ear stopples. 
What’s an ear stopple? See 


It’s time to take an analytical look at the advertising man, according 
to David F. Austin, executive v.p. of U. S. Steel Co. In an expanding 
economy, he insists, admen are going to have to mass-produce cus- 
tomers on a fabulous scale 


The battle of concentrated citrus juices vs. fresh fruits is destined to 
become even more intense during 1952. In just six years, more than 
100 brands of frozen concentrate have garnered a $150,000,000 an- 
nual jackpot. Details on .. Page 34 


Guarana, the soft drink that has long dominated its native Brazilian 
market, is beginning to meet some stiff competition from U. S. 
beverages such as Coca-Cola, Orange Crush and 7-Up. You'll find 
a report on this development plus commentary on Brazilian media 
data in a story that begins on Page 36 


“Direct mail doesn’t need a diploma from Madison Ave.,” writes an 
AA reader. “It does need fair, intelligent and selective treatment by 
mass advertisers and their agencies,” he declares in the Voice of the 
Advertiser column on ... Page 49 


The FCC is turning its magnifying glass on 12 AM stations and three 
video stations that carry racing news regularly. The FCC is holding 
up renewals and license applications until it decides what it calls 
“a serious question.” Page 50 

A Los Angeles court decision has helped sharpen up the Food and 
Drug Administration’s enforcement weapons by legalizing the 
“squeeze play” technique 


The “experts” told Henry Markus that a sweetened, Concord grape 
wine would never sell. Henry Markus thought it would and now 
has the largest winery in the world devoted to a single type of 
wine to prove he was right. The name? Mogen David wine . . Page 53 


Ronald Reagan says that admen better begin helping the movie in- 
dustry in its fight against increasing restrictions from political bodies 
or admen may lose freedom in other media Page 58 


REGULAR FEATURES 


Advertising Market Place ... .56 Information for Advertisers . 56 
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for dropping the program. It said 
merely that “no renewal is in 
sight at this time.” The agency’s 
Minneapolis office said that Min- 
nesota Mining has no other im- 
mediate TV plans, although it is 
conducting TV test campaigns in 
three areas. 


3 Ms Drops ‘Juvenile Jury’ 
Minnesota Mining & Mfg. Co., 
St. Paul, will drop the “Juvenile 


tract expires March 9. The com- 
pany’s agency, Batten, Barton, 
Durstine & Osborn, gave no reason 


This Makes ood Sense 


In producing engravings for some 
of America’s leading advertisers we 
serve those who know quality. 

We do their work only because they 
like the kind of engravings we 
turn out... they MUST be good. 

May we tell you a little something 
about our shop, our men and 
facilities? We promise not to bore you. 
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6th in a series 


— 


No matter what you're selling today, the profits are higher when 
you sell to good customers...the kind that can not only afford to 
buy the best, but who buy tremendous quantities of everything 
. the quality market! In New York the quality market is the 
Herald Tribune—people interested in the best and the most of 
everything. The Herald Tribune audience has an income of five 
billion dollars. Sell this market and you're selling the most 
resultful market —the customers everybody wants to sell! 


NEW YORK 


Herald Tribune 


Two Herald Tribune families in every They buy $78,000,000 worth » They spend $12,000,000 a | } . They buy curtains, draperies, shades, 
Se three have $5,000.00 or higher an- ' of dresses alone each year. year just for hats . . . and awnings and screens for more than 


$11,000,000 for blouses. | 9,500,000 windows, 


nual incomes. 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis of 
a newspaper's audience. For further data, write to Herald Tribune Market Research Department, 230 West 41st Street, New York 18, N. Y, 
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WOV's Coverage of 
Conventions Offered 


to ‘Foreign’ Stations 


New York, Feb. 28—WOV will 
offer its Italian language broad- 
casts of the Republican and Demo- 
cratic conventions to other foreign 
language broadcasters. 


~ * 
ADVERTISING 
as PREMIUMS 
SPECIALTIES 
ard SALES AIDS 
Can be designed to fit your promo 
tien needs tor children of oduitt. 
Low cost light weight, easy to mol 
of aMach to produch o soles mo- 
ternal Available with printed film 


@s games, shoppers, core pads or 
sates charts With or «thou! covers 


a 
ALWAYS HANDY 


No pencil, no poper 


foe errg materi. mevet | 
THE STRATHMORE CO., AURORA, ILL. 


The programs will be made 
available free to members of the 
Foreign Language Quality Net- 


than ten stations, mostly in eastern 
states. 

WOYV, which broadcasts in Itali- 
an 10% hours daily, will have 
commentators in Chicago to trans- 
late on-the-spot reviews of the 
proceedings. The New York station 
will air the special events sustain- 
ing; other stations may sel] the 
programs if they wish. Stations 
carrying the broadcasts will have 
to pay their own line charges. 


Reflexite to Shivell 

Reflexite Corp., Stamford, Conn., 
| manufacturer of light reflecting 
| highway signs and house num- 
| bers, has appointed Kirk B. Shiv- 
ell Inc., Ridgewood, N. J., to han- 
| dle its advertising. 


| Bowman to Abbott Kimball 


| A. Leo Bowman, formerly Paci- 
| fic Coast manager of Free & Peters, 
radio representative, has been ap- 
pointed radio and TV director of 
| Abbott Kimball Co., San Francisco. 


work. This group numbers less) 


Lever's ‘Big Town’ Goes to Film on TV; 
Local Sponsorship Possible in 29 Cities 


Cuicaco, Feb. 27—Another big 
advertiser has switched from live 
to filmed shows on TV. 

Lever Bros. Co., sponsor of “Big 
Town” for the past two seasons, 
will change to film April 3. The 
films will be made by Jack Gross- 
Krasne Productions, for which 
United Television Programs is 
sales agent. “Big Town” will con- 
tinue over the CBS network and 
six unconnected stations through 
Ruthrauff & Ryan, Lever agency 
for Rinso and Spry. 


® In some areas, local sponsors 
will get an unusual offer. United 
Television Programs will distribute 
first runs in 29 cities not used 
by Lever. Local sponsors there 
can run the film on the same day 
and date as the network show- 
ings, using the “Big Town” title. 

Gerald King, president of United 
Television Programs, said second 
runs will be available in all mar- 


kets next October. 

United Television Programs also 
represents Bing Crosby Enter- 
prises and other TV film produc- 
ers. Recently, it arranged with 
Packard Motor Car Co. and Maxon 
Inc. for a film program placed on 
a spot basis (AA, Feb. 18). This 
replaced live TV for the auto 
maker. 


Acrow Names Nahser Inc. 

Acrow Inc., Chicago manufac- 
turer of shoring equipment, has 
appointed Frank C. Nahser Inc., 
Chicago, to direct its advertising. 
Trade publications in the construc- 
tion field and direct mail will be 
used. 


Bisson Joins WMAQ, WNBQ 
Bessa Bisson, formerly with Leo 
Burnett Co., Chicago, has been 
appointed a junior writer on the 
advertising and promotion staff of 
WMAQ and WNBQ, Chicago NBC- 
owned radio and television outlets. 
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Plan to Attend... 6th Annual 


POLNT-OF- PURCHASE 


ADVERTISING SYMPOSIUM 


and 


NATIONAL 


EXHIBIT 


‘April L 2, 3,1952 Waldorf- Astoria Hotel 


NEW YORK CITY, N.Y. 


3 IDEA-PACKED DAYS 


for Admen 


Agency Men 
Sales Managers 


Merchandise 
Managers 


GENTLEMEN. Please send the 
check is enclosed 


at $7.50 each 


oll three days - 


rT MERCHANON ao AM \ 
~ pot y oY et \ 
e' 
“ 
ror 


POINT-OF-PURCHASE ADVERTISING INSTITUTE, wc 
16 EAST 43RD STREET*NEW YORK 17, NEW YORK 


——April 2nd Symposium Tickets, including luncheon, 


FREE EXHIBIT Tickets for admittance to Exhibit Floor 
April Ist, 2nd, and 3rd 


oe ‘ 
oRUM” pays ' 


following tickets, for which my 


NAME re TITLE 
SS ee si 

; STREET ee 

= — i iss 


OO metre eeeeeeeeeeeeeee 


1.008 om a oe mee) 


YARDLEY 


FIRST IN YEARS—This ad, the second 

Yardley of London has run in news- 

papers in many years, is scheduled to 
appear next month. 


Yardley Ads Appear 
in Newspapers Again 


PHILADELPHIA, Feb. 26—Yardley 
of London, for the first time in 
many years, is using a newspaper 
campaign to promote its cosmetics. 

The campaign began during the 
latter part of February in 33 Sun- 
day newspapers in the top 32 mar- 
kets of the country. It will con- 
tinue through the year via N. W. 
Ayer & Son, Philadelphia. 

Ads will range in size from 400 
to 800 lines and are scheduled 
chiefly for the society and women’s 
sections. The first Yardley ad 
featured the new Lavender Stick 
and English Lavender soap in a 
get-acquainted offer. 

The second ad, scheduled to ap- 
pear March 23, is devoted to Yard- 
ley’s Feather-Pressed powder. Fu- 
ture ads will be used to introduce 
new products. 

Ad campaigns for Yardley'’s 
regular line will continue all year 
in Life and in fashion and women’s 
service magazines. 


H. D. Roach Rejoins McKim 
as V. P. and Marketing Head 

H. D. Roach has rejoined McKim 
Advertising, To- 
ronto, as v.p. and 
director in charge 
of marketing and 
research. 

Mr. Roach for- 
merly was asso- 
ciated with Mc- 
Kim in Montre- 
al and in 1947 
opened a Canadi- 
an office for Ben- 
ton & Bowles. 
Since 1949 he has 
been associated 
with Young & Rubicam in an ex- 
ecutive capacity. 


H. D. Roach 


Johnson Named Ad Manager 


J. Donald Johnson, who joined 
the company in 1948, has been pro- 
moted to advertising manager of 
the hearing aid division of Zenith 
Radio Corp., Chicago. 


Silk Screen Company Bows 
Irma J. Herrup, silk screen ad- 
vertising company, has opened at 
1029 Main St., Hartford, Conn. 
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Justice 


ouglas and 


General 


Two great Americans debate a crucial question: 


Should we 


Does a military clique dominate Washington to- 
day? Does military thinking too deeply influence 
our foreign policy, our economics, our politics? 
Have some business leaders, by avoiding govern- 
ment service, left too many responsibilities to 
the military? Is the military merely performing 
its normal duties under civilian control? 


In the current Look, these questions are de- 
bated by two great Americans... William O. 


fear our mi 


Douglas, Associate Justice of the Supreme Court, 
and General Omar N. Bradley, Chairman of the 
Joint Chiefs of Staff. 


Here is high-level debate, waged in the finest 
democratic tradition, in the pages of Loox. Like 
so many of this magazine’s distinguished articles, 
it will help the more than 18,400,000 Look 
readers reach their own decisions on matters of 
vital importance. 


radley 


an 
: 
7% 

a 


GARONER COWLES, EDITOR 


Look | 


most exciting 
magazine in America 
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Appoints Tippett. Jackson 

Briggs-Maroney Co., Boston 
manufacturer of Bri-Mar paints, 
has appointed Tippett, Jackson & 
Nolan, Boston, to handle its ad- 
vertising. Newspapers and outdoor 
wil! be used. 


Gazlay Appointed S.M. 

Jonn C. Gazlay Jr. has been 
appointed sales manager of Whit- 
ing Milk Co., Charlestown, Mass. 


Why Pay More? 
LONG PLAYING RECORDS 


(33-1/3 8. P.M) 


30% Off 


Factory New! Every Record Guaranteed! 
For FREE Complete Catalogue 
and Price List, write to: 
Record Haven Stores (Dept. C) 
520 W. 48th St., New York 19, N.Y. 
(Enclose 10¢ to cover postage and handling) 
1f in NYC visit our Midtown stores: 
1125 6th Ave.; 1145 bth Ave.; 1211 6th Ave. 


FCC's Walker 
Succeeds Coy; 
Bartley Named 


(Continued from Page 1) 
directed government relations for 
the National Assn. of Broadcasters. 


voted with the majority 
nomic and regulatory issues han- 
dled by the commission. He has 
fought liquor advertising and fa- 
vored use of broadcast facilities 
for religious and educational pur- 
poses. 


Of FCC’s seven members, only | broadcasts. He assured the sena-|can“iove or hate, fight or cooper-| 


on eco- | 


to the resolution. 

The Senate interstate commerce 
committee this morning approved 
the nomination of Mr. Bartley. 


This unanimous action came after | 


Chairman Walker phoned Sen. Ed- 


a good summary of his philosophy. 

In this talk he characterized 
U. S. broadcasting as unsurpassed 
anywhere in the world. He listed 
by name outstanding public serv- 
ice programs offered by networks 


win Johnson (D., Colo.), head of | and stations. 


the committee, to say a Senate| 
vote is urgently needed to break 
| 3-3 deadlocks that are holding up 
TV’s un-freeze. 


Sen. Johnson did not indicate 


But he pointed out that 78 of the 
nation’s 108 TV stations have been 
devoting less than 1% of their 
broadcasting time to religious pro- 
grams, 3% to educational pro- 


the nature of the deadlocks ex-/ grams and less than 2% to discus- 
Chairman Walker has most often | cept to say they affect policy mat- | sion programs. 


ters. 


® Under gentle questioning, Mr. | 


s “The well being of the human 
race depends largely upon the way 


Bartley said he has an open mind/|in which human beings are re- 


about newspaper ownership of TV | 


Stations, broadcasts of congres- 
sional hearings and educational 


lated to one another,” Commis- 
sioner Walker said. “We can re- 
late ourselves in various ways: we 


Mr. Coy and he registered sym- | tors he will do his best to rush the | ate, conduct a social system based | 


pathy for the so-called Benton 
resolution which proposes a citi- 
zens’ committee to make 
nual analysis of radio and TV pro- 
gramming trends. Other commis- 
sioners registered their opposition 


an an-/| 


|un-freeze of TV channels. The| 
| full Senate will probably approve | 
the nomination Monday. 


Commissioner Walker’s speech| 


Feb. 20 before the Temple Men’s 
Club, Cleveland, may be taken as 


on liberty and equality or oppres- | 
sion and discrimination, but we} 


must be related in some manner. 


“It is a natural state of man to! 
be ignorant, self-centered and bel- 
ligerent. All too often we do not | 


For 
Record-Breaking 


Wan to put your products on the right track —want them to hang 


up new sales records? If you want your line to start fast and finish first —use 


Crocker DAY-GLO coated papers —the Brightest Papers in the World. 


Crocker DAY-GLO Daylight Fluorescent papers are eye-catching, customer- 


stopping, sales-building. Their super-brightness just won't let a buyer’s eyes go by! 


Crocker DAY-G LO papers make every phase of your campaign look good —make 


your direct mail pieces leap out of their envelopes —make your displays and 


point-of-sale identification reach out and grab prospects —make your packages 


stand up and say 


From coast-to-coast —there are 


“take me home!” 


Crocker DAY-GLO paper merchants ready to 


serve you—ready to show you samples—ready to help you with promotion or 


packaging problems. 


Be Bright— 


CROCKER, BURBANK PAPERS 


INCORPORATED 
FITCHBURG + MASSACHUSETTS _ 


use DAY-GLO 


SWITZER BROTHERS, Inc. 


4732 ST. CLAIR 


AVENUE 


CLEVELAND 3,.OHIO 
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overcome these immaturities of in- 
fancy. Men grow up in years but 
often their mental and emotional 
development does not advance be- 
yond the tantrum stage. 


® “Associated with and as an out- 
growth of these immaturities come 
all the neurotic fears, prejudices, 
fanaticisms, unreasoning hates and 
devotions with which many’ are 
afflicted. The problem is further 
aggravated by the demagogues and 
the hate mongers. 

“The tragic result is that so 
much of the productive power of 
man is never realized. 

“It is regrettable,” he said, “that 
much of what we hear on the ra- 

|dio and see on television today 
does not help this situation.” 

He conceded that programming 
| to a large extent reflects our im- 

mature wants and interests. 

“If radio and television as well 
as other public opinion media are 
going to be most effective in pro- 
moting good human relations,” he 
concluded, “there must be coopera- 
| tive effort on the part of all-im- 
| portant elements and forces in our 
society.” 


s As an FCC member, Mr. Bart- 
ley will be charged with the pro- 
motion of radio and TV in the pub- 
lic interest. During the past few 
days, Speaker Rayburn has been 
accused of discriminating against 
radio and TV by refusing to per- 
|mit broadcasts and telecasts of 
House committee hearings. 

The ban on broadcasts and tele- 
casts of House committee hearings 
| was levied by Speaker Rayburn 
on the grounds that the broadcasts 
are not specifically authorized by 
the House rules. 

His ruling brings to a head the 
| backstage controversy on the de- 
| sirability of such broadcasts and 
' telecasts. 


s Members of the House radio and 
| periodical gallery protested that 
the ban discriminates against two 
media of news dissemination and 
deprives the listening public of the 
opportunity to observe the con- 
duct of public business. 
Critics of the broadcasts con- 
tend that broadcasts and telecasts 
tend to convert hearings into spec- 
tacles, and to deprive witnesses 
in investigations of the opportun- 
ity for fair hearing. 
House Minority Leader Joseph 
Martin (R., Mass.) protested Mr. 
Rayburn’s ruling, and asserted, “I 
think television and broadcasting 
are here to stay and will probably 
increase in popularity as time goes 
| by.” Rep. Martin said House rules 
| should be changed to enable com- 

mittees to hold broadcasts when 
| they wished. 

However, neither he nor any 
other House members appeared to 
be moving seriously in the direc- 
tion of forcing a modification of 


the rule. 


8 An exception to the speaker’s 
ruling came, however, from Frank 
| Stanton, president of Columbia 
| Broadcasting System. He charged 

‘ that such blanket “prohibition will 

| deprive the American people of an 
| opportunity for first-hand infor- 
| mation concerning governmental 

| processes.’ 
Mr. Stanton said “there is no 
' discernible difference in principle 
| between a committee hearing at- 
| tended by several hundred people 
in person and one which is heard 
on radio or seen on television by 
| several hundred thousands or even 
| millions. . . 

“The argument that broadcast- 
ing or televising of committee 
hearings tends to encourage a 
‘spectacle’ rather than an honest 
search for facts is a slander on the 
motives of the great majority of 
our elected representatives and is 
based on the assumption that the 
American people cannot recognize 
insincerity and irrelevancies when 
they hear them and see them.” 
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THE WEEKLY KANSAS CITY STAR 
NOW BECOMES THE 


Weekly Star Farmer 


. . . a change of name which more accurately reflects 
the one hundred per cent agricultural content 
of the Midwest's largest farm weekly, 
now in its 62nd year. 


Over 470,000 Paid-in-Advance Circulation 


1729 Grand Ave. 202 S. State St. 15 E. 40th St. 
KANSAS CITY iiarison 1200 CHICAGO Webster 9.0532 NEW YORK ‘exington 2-4588 
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Among other features and departments in this month’s issue, 


FORTUNE’S 


business-leader-readers get this business thought and talk: 


Save Your Confederate Money, Boys 


There is a change sweeping the South that you may 
not have recognized. It is a technological revolu- 
tion of a high order. Last year it brought the South 
a new multimillion-dollar plant each working day. 


See ‘Technology in the South” 


» ¥ 


| ; 


passing distance of 


How Did They Sell So Many? 


At war's end, Ford's Lincoln-Mercury Divi- orange juice, like Minute Maid and Snow Crop. 

sion was virtually without a car, plant, or Unit l 

dealers. Now it has put its volume car within 
edep and Olds. It may 

even be able to free Lincoln from the old 

Cadillac hex. (See “‘Lincoln-Mercury”’) trates’ 


“The More You Sell, the More You Lose” 
that’s how it was with the processors of frozen 


ast year they 5 sey mostly for the 
— of Florida growers. Now they are getting out 
rom under. This is one of the liveliest of Fortune's 
new-product stories. (See “Frozen Juice Concen- 


Cae Lr pur 


Ever Get Confused About Money? 


An amazing gadget that can teach 
you “Economics in thirty fascinating 
minutes."’ (See ““The Moniac’’) 


The Meeting Will Please Come 
to Order! 


A cartoon portfolio depicting some of the 
things that happen to you in your stock- 
holders meeting. It will make you grin 
and think. (See “Stockholders Meetings’’) 


What Kind of Guy Is He? 


As fateful March 15 draws nigh, is your digestion in disorder? Liver 

sluggish? Nerves taut? Of course-——unless you happen to be J. K. 

Lasser. He's the fellow who makes sense and a tidy six-figure in- 

come out of the ambiguities of the tax law. His elixir, called Your 

Income Tax, is sold practically everywhere. (See “‘Mr. Taxes: 
rc”) 
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Fortune’s editors report the news of business . . . Fortune’s advertisers report the 
news from business. All of the following advertisers appear in Fortune’s March issue: 


Airesearch Manufacturing Company — 
y severe of Garrett Corp 
fee ]. Walter Thompson Company 
Allied Structural Steel Companies...... 
gency he Fensholt Company 
Amana Refrigeration, Inc.......++00+ 
feency— Maury, Lee Marshal 
American Air Filter Company, Inc.......189 
deency — The Griswoold-Eshleman Company 
American Appraisal Company. ..........160 
Agency—Klau-Van Pieterson-Dunlap 
Associates, Ine 
Amesteum Insulator Corporation. ....+.+. 32 
feency—Kamp €? Godfrey, Inc. 
American Telephone & Telegraph Co... .200 
Igency—N. W. Ayer & Son, Inc. 
American Telephone & Ga 
Aeency oe & Walsh, 
The Austin C my oe 
Agency — Fuller ‘Swish tS Ross, Tee. 
Austin, Nichols & Co., Inc seeceeee 46 
Agency—Alfred Lilly Company, Inc. 
Automatic zennepere 


trea St 


Agency— Benton & yess Inc. 


Babcock & Wilcox Company............161 
Agency —O. 8. Tyson and Company, Inc. 

Bank Building & Equi ~ 
Agency—Krupnic ain A550 

Barium Steel Cor; 
Agency — James The >mas Chirurg 

Bell & Gossett Company 
Agency — Perrin- Paus Co ym pany 

British Overseas 
Agency — Foote, Cone 

Brown & Root, Inc e 
Agency Longilin- Wilson- ~ Baxter Persons 

Agency 

Buell Engineering Company, Inc.....++++ 
feency—Hicks © Greist, Ipe. 

Buick Motor Division—Ceneral 


Kudner Agency, Inc. 


Cadillac Motor Car ite Ree 
Motors Corp. 
teency— MacManus, John & 4 

The Cambridge Tile Manufacturing Co.. .171 
feency—Wildrick & Miller, Inc. 


seecesscceces 44 


Aeency—Kenyon & Eckhards, Inc. 


Aeency— 


Celanese ‘orporation of America, 
Chemical Division 
Aeency- illinctoe &? Company, Inc. 
Chicago Show Printing Company. .......167 
Agency—George H. Hartman Company 
Chrysler Sales Division—Chrysler 
Corpora seeeeeeCov. I 
Agency Cc c. 
Clarage Fan Co crccccccee lh Ot 
yore i illiam 7 Y "y illiams “Adsertising 
Clearing Machine Corporation...........193 
Agency —Grimm  Craigle 
Colorado 
Axelsen Advertising A 
S.—Television Netw seeeeeee 
Agency— McCann-Erickson, Inc. 
ae En aig. = 
seeececcececes 21 
G. M. Ba Jord 
Commonwe: Edison Co. & 
Subsidiaries 
Agency— J. R. Pershall Com 
The Connecticut Hard Rub 
Agency— Peck Brothers 
Consolidated Vultee Aircraft Corp........ 38 
Azency— Buchanan 2 Company 
Container Corp. of America..............151 
Agency —N. W. Ayer &% Son, Inc. 
Continental Can Company, Inc.........12-13 
Agency— Batten, Barton, Durstine 3 
Osborn, Inc. 
The Goaper: Bessemer COPP.. see seecesees 59 
ency— The Griswold-Eshleman Co. 
Catler-Aai oo se pasha 56 
Agency—Kirkgasser-Drew 


secceccees IBS 
my 
© Company. 148 


Daniel Construction Com: 
Agency — The Alond GE £.U. 


Organization 


PEE -ocsoosenee 


8808 CO... sessccececeseesIhZ 
Palm Patterson, Inc. 
ree Expert Co... 
Agency— Meldrum and Fewsm 
Eugene Dictzgem Co.......666ceeeseeeees 68 
Agency — Kirkgasser-Drew 
oa eee ted cevccccccccccces lhe 
fgency- "Tim M Morrow, Advertising 
De! NE art crmensesseccesocesontae 
gency— Ju doertising A, 
The Dow Chemical ene ried 
Agence Teeny Manus, John 9 Adams, ne. 
 Neaprem ‘ont De Nemours 


E. 1. Du Pont De Nemours & Co., Inc.— 


Agency— Batten, Barton, Durstine (¢ 
Osborn, Inc. 
Eastman Kodak Company seeeel 75S 
4 gency—Charles L. Remril 2 Co., Ine. 
Ebasco Services Incorporated 
feency— Albert Frank—Guenther Law, 
Employers Mutual Liability Insurance 


Jom pa 
The Gris alee % Aleman Co. 
Excello Shirts, Inc 
feency— Alfred J " Silber stein- Bert 
Goldsmith, Inc 
Fenwal, Incorporated 
Agency — James Thomas Chirurg Co company, Ine, 
e H. K. Ferguson Compa 7 
Avency— The Bayless-Kerr Compan 
Foote Bros. Gear & Machine ye 173 
Agency — The Buchen Company 
The Formica Company svcvcccocccec ROT 
Aeency — Perry-Brown, Inc. 
French National Railroads. .........+++.138 
Agency— Byrde, Richard & Pound 
Advertising 
General American Trans 
4eency— Weiss and Geller, Inc. 
General Electric Congene— 


Kudner Agency, Inc. 
Georgia-Pacific Piyw Mroccccocencoeekss 
Agency—Fuller ©2 Smith 2 Ross, Inc. 
Globe Automatic Sprinkler Company, Inc. 188 
Agency— Marschalk ‘S Pratt Company 
The Globe-Wernicke Co soccsee 22 
Kammann-Mahan, Inc. 
rich Chemical Company....... 58 
The Griswold-Eshleman Co. 
George B. Graff Company 1 
Agency —The Eddy-Rucker-N ickels C company 
Gray Manufacturing Company cooc kT 
Avency— Erwin, Wasey 2 Company, Inc. 
W. C. Hamilton & Sons... conse 1 OB 
Agency —Gray ©2 Rogers 
H linkle-M 


ing Company 18-19 
Le son and Company, Inc 


Agency— Lam port, og Prell & Dolk, Inc. 


Hercules Powder Company 
Agency—Fuller © Smith 
. F. Heablein & Bros., Inc.. 
ao Lawrence C Goaliea Adeertising 


Hyatt Bearings Division —C 
Motors Corp. 
Agency —Campbell-Ewald Company 

International Business Machines Corp... 
4eency —Ceeil €9 Preshey, Inc. 

International Steel Co. . 
Agency eller-Crescent Co 

The tronsides Co. 
Agency — Mumm, Mullay t? Nichols, Inc. 

Jasper Office Furniture Co...........+++.188 
Agency — Keller-Crescent € 

Kaiser Aluminum & Chemical Corp......174 
deency — Young *2 Rubwam, Inc 

Kennecott Copper Corp. seccccee & 
4eency —Cunningham ‘Wa al bb, Ia 

Koppers Company, lne.— gin: erring 
& Constraction Div. cecccece Gt 
Agency — Batten, Barton, Durstine (F 

Osborn, Inc 

Labelon Tape Con... 6.66 cece ee eene +++e17O 
Aeency —Casler, Hempstead &2 Hanford, I 

E. Leitz, Ine.. 


on, Incorporated 
ing Corp. ecccccccces 143 
Igency—Storm © Klein, Inc 
Maine Development Commission 
Agency — Ray Mills Advertising A. 
. Mallory & Company, I 
Agency — The Aitkin-k ynett C 
The Marley Company 
Agency —Valentine-Radford = aati 
— G. — - Company. 
ncy — Meerm Ine 
machen. Pitsbure. Min. Caep..cccccccceec lB 
ompany 
ranadinnenoeaeD 


Metropolitan ‘On hee Area Caediien, ee 82 
Agency der (2 Ingram, 
Siesiven Tourist Bureae 
Avency—Publiidad Interamericana, § 4 
Midwest Piping & Supply Co., Ine........ 
Agency — Witte 2 Burden A 
iller Brewing Company. . 
Agency — Mathisson and A 


(List of advertisers continued on page 45) 
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That Matter of Advertising Ratios 


We are glad to see Ben Duffy speak right out in meeting about the 
. per cent of advertising to national income. For too long, advertising 

ple have expressed alarm because the ratio of advertising volume 
 aprhace income is lower than it once was. 

Now Mr. Duffy, who is president of Batten, Barton, Durstine & 
Osborn, says this is to be expected. Advertising, he told an Associated 
Business Publications clinic, is supposed to reduce selling costs. 
Tiierefore a drop in percentage should occur in advertising expense 
as the national economy rises. Especially, he might have added, if a 

portion goes for defense. 
e agree with Mr. Duffy that there is no reason for a constant, 
d ratio between ad volume and national income. We agree also 
tt advertising is supposed to cut sales costs. And we do not believe 
any one can say advertising volume is too low just because the 
cent of income spent for it is less than it was 25 years ago. 
ut that does not mean that we believe business is investing as 
h as it should in advertising. We don’t. We do believe that the 
Whole subject of “ratios” is a little silly. We don’t think there’s any- 
thy sacred about 3% of national income for advertising, or any 
otlier percentage. We believe each advertiser ought to invest enough 
in acvertising—whatever the percentage—to do the needed job. 

We suspect that when we get back to a completely civilian economy 
we will need harder selling, and more advertising. We suspect that 
in Bive years the percentage of national income spent on advertising 
ma@y be four or five. Not because that is a “proper” figure but be- 
cause it may take that much to do a job. 

If that happens, we wonder if the same people who are now so 
concerned about our low percentage for advertising will be equally 
worried about whether we are spending too high a percentage. 


So That All May Understand 


Ifghe reading matter in this issue of ApvERTISING AGE seems some- 
how different, don't worry. The managing editor has been reading a 
book. It is called “The Technique of Clear Writing.” It says that sen- 
fences should be short. And long words should be avoided. It insists 
that too much writing is “foggy.” Nobody can understand it. Readers 
wear themselves out trying to find out what the writer means. 

This book has caused great excitement among our staff. They have 
read other books on simple writing. But none has impressed them so 
much. So now nobody gets anything done any more. They are all too 
busy counting words in seniences, dividing by syllables, and working 
out fog indexes. 

Our writers are certain that this makes for clearer writing. Shorter 
writing. More pointed writing. Easier to understand writing. If by 
chance there is a low grade moron in the AA reading audience, even 
he ought to be able to grasp everything we write. That is what they 
Say. 

But there is a danger in all this. A very real danger. For years we 
have been writing foggy stuff and getting away with it. The chances 
are that readers who could not fathom our meaning credited us with 
being too smart for them. They most likely said: “I can’t understand 
those guys. But I bet if I were as smart as they are, I would learn 
something by reading what they write.” 

Now they can understand everything we print. And the danger 
is that they will find out that some of it doesn’t mean very much. 


Ss 


Iss 


—Wall Street Journal 


“1 got inspired, Thaddeus, by your speech in favor of deficit financing.” 


What They're Saying 


Economic Development Leads | 
Way for Social Advances 

The fact is that business, frankly 
out for a financial reward, is no 
less public minded than the social 


| planner. Nor is the social planner 


any less aware of personal gain 
from his cause than is the business 
man, although he may be paid in 


| a different kind of coin. Business, 
| even more than the political lead- 


er, desires a full and rich abun- 
dance for all people, if only because 
that is the condition best suited 
to its own prosperity. There is no 
question as to the objective—the 
differences arise only as to a choice 
between practical methods and in- 
effective expedients. 

None of our great social ad- 
vances would have been possible 
at all if our dynamic economic de- 
velopment had not supplied the 
means. Laws, of course, play a 
part in our society, and an impor- 
tant part. But laws can simply 
codify and formalize conditions 
which have been effected by other 
methods; reform comes only when 
the tools are at hand. 

The reformer, the uplifter, the 
crusader seldom acknowledge this, 
but if it were not true they would 


get nowhere. 
—Harold Brayman, director, public 
relations department, E. I. du Pont de 
Nemours & Co., in a speech, “Formu- 
la for Reform,” before the Paint & 
Varnish Production Clubs in Atlantic 
City. 


Time to Sell Harder 

When business is good, many 
managements expand their adver- 
tising budgets. When business is 
bad or falling off, some manage- 
ments pull back severely on ad- 
vertising appropriations. 

This probably is partly due to 
the practice of basing advertising 
expenditures on a percentage of 
annual volume. The lower the vol- 


| ume, the less advertising. 


But does this always make 
sense? If a salesman sees his vol- 
ume declining, he sells harder. 
Since advertising is selling, then it, 


| too, should sell harder when sales 
| slip. 


Small advertisers seem to sense 


this (and of course are usually 


able to do something about it easi- | 


er than the big boys). Last fall, 
for instance, it became apparent 
that there were more new cars 
in dealers’ showrooms than cus- 
tomers. Result: one Los Angeles 
Chevrolet dealer upped his adver- 
tising budget 25%. A Houston Ford 
dealer increased his budget 50%. 
A dealer in Philadelphia not only 
stepped up his advertising—he 
added two salesmen. 

When business tightens up, ad- 
vertising should of course be care- 
fully reviewed with an eye on its 
effectiveness. But if it is cut down 
to the point of being inadequate, 
how then can it be effective—at 
the very time it is most needed? 


—Reflections, issued monthly by The 
E. F. Schmidt Co., Milwaukee. 


Handle with Care 

I think you can probably realize 
...that the non-advertising man 
in business is pretty much inter- 
ested in advertising in terms of re- 
sults—what it does for the com- 
pany and at what cost. He often 
casts a pretty jaundiced eye at ad- 
vertising and particularly at some 
of the things that advertising does. 
It is my personal opinion that you 
gentlemen in advertising have a 
very powerful weapon for good 
in your hands—and its very power 
places on you a grave responsibili- 
ex. 

You men should realize that 
most people, most often, meet in- 
dustry through its advertising. 
Your advertising is their day-to- 
day contact with both “little” and 
“big” business. When advertising 
is false or faulty or in bad taste, 
when it is misleading or downright 
dishonest—then to them business 
is each one of those things. 

When advertising is discredited 
in any way, not only is business 
generally discredited and hurt, but 
you make harder the job advertis- 
ing has to do for my firm and for 
your firm. 

—W. P. Fuller Ill, president, San 

Francisco Chamber of Commerce and 

treasurer, W. P. Fuller & Co., in a 

speech, “Advertising—Servant and 

Citizen,” before the Salt Lake City 

Advertising Club Feb. 20. 
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Rough Proofs 


An advertising agency talks 
about the “extreme pressures 
characteristic of the radio and tele- 
vision business.” 

Everything has to move 186,000 
miles a second. 

+ 


“If you are the kind of man we 
are looking for,” says a publisher 
in a help-wanted ad, “you will 
know how to start the sale with 


the ten word.” 
a star salesman has a Girl 
Fri who is very good at that 


part of the job. 
ry 


The supermarket is the place to 
sell magazines, says a publishers’ 
committee of the American News 
Co. 

Why not—it sells everything 
else. 

. 


Jim Woolf advises admen to de- 
vote more time to meditation. 

The way to do it is to anchor a 
rowboat in the middle of a lake, 
safe from phone calls and dead- 
lines. 

* 


Wallaces’ Farmer & lowa Home- 
stead proves its homespun charac- 
ter by admitting, for the first time 
on record, that some of its readers 
call recipes “receipts.” 

* 


“PR men discuss the problem of 
keeping releases out of wastebas- 
kets,” reports the world’s greatest 
advertising journal. 

Either make the wastebaskets 
smaller or the releases better. 

+ 

“I think if you flatter the editor 
in the right way,” said Miss Ann 
McKnight at a publicity meeting, 
“you won't fail as often.” 

Better take a look at Ann’s pic- 
ture before going overboard for 
this idea. 

* 


Cities which are out to attract 
new industries issue booklets 
which are almost worthless, re- 
cipients say. 

Does anyone really expect a 
home-town booster to use any- 
thing less than superlatives? 


Keeping people well is all the 
world’s challenge, says Squibb in 
Life International. 

At the rate armaments are being 
built, keeping them well in the 
future will be an even greater 
challenge. 


Chlorophyll is now being added 
to dog food, in order to get rid of 
the doggy smell, but what is this 
going to do to Fido’s popularity 
with other dogs? 

e 


Government policies responsible 
for inflation are also responsible 
for its inability to hold good men 
like Wayne Coy of the FCC, who 
feels he can no longer get by on 
the same number of 53¢ dollars. 


Dry goods stores, auto accessory 
shops and drug stores are making 
life all but impossible for the 
jeweler, says Ralph Lazarus of 
Benrus Watch. Since his competi- 
tors get most of the business, the 
specialist has entirely too much 
time on his hands. 

Copy Cus. 
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NEW BUILDINGS “FOR BUSY INDUSTRY 
ARE SPRINGING UP CONSTANTLY IN THIS 
THRIVING AREA. 


THE INQUIRER, PHILADELPHIA’S FIRST 
| NEWSPAPER, MATCHES THE AREA’S GIANT 
FORWARD STEPS WITH CONTINUED PROGRESS. 


Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 
in Philadelphia! 


Exclusive Advertising R totives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg.. 


Detroit, Woodward 5.7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0259 


NEW $8,000,000 BUILDING FOR 
SMITH, KLINE & FRENCH LABORATORIES 
EXEMPLIFIES PHILADELPHIA’S INDUSTRIAL GROWTH 


Recently constructed, this combination of plant, labora- 
tories and offices, is one of the most modern and com- 
plete pharmaceutical buildings in the world. Similarly, all 
through the Nation’s 3rd market, there’s tangible evidence 
of the multi-billion dollar expansion that’s going on. 


INQUIRER ADVERTISING IN 1951 REACHES AN ALL- 
TIME PHILADELPHIA HIGH OF 36,894,000 LINES 


The only Philadelphia newspaper to show a gain in 
1951, THe Inquirer boosted its advertising linage by 
875,000 lines, leading the 2nd newspaper by 6,735,000 
lines. Year after year, THe INQuirer has kept its undis- 
puted first place in Philadelphia. 


Che Philadelphia Prquirer 


Philadelphia Prefers The Inquirer 
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This is a sto 


-how it was made 
and who made it ! 


Here’s what happened: 


In 1951, PUCK, the Comic Weekly and McKesson & 
Robbins joined forces .. . to launch the most ambi- 
tious drug promotion in the history of the industry. 


Their plan: To make the drug store America’s 
Christmas Gift Headquarters—to move mountains of 
Christmas merchandise through drug outlets. 

Their method: An 8-page, full-color Christmas Gift 
Section in PUCK, the Comic Weekly and other Sun- 
day comic sections. Reprints of the PUCK Gift Section 
for retailer use. Tie-in displays featuring (for the 
first time) the famous comic characters of PUCK. 

The nation’s top manufacturers put their products 
into this big promotion. 


Here’s the result: 


The smoke is still clearing from this spectacular pro- 
motion. And the first big fact seen by McKesson & 
Robbins was: 

Compared with last year, McKesson & Robbins 
doubled their Christmas volume. 

Ten thousand retail druggists participated. 


But the real pay-off question is: How were the 
retail sales? 
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Here’s the pay-off: 


CARROLTON, KENTUCKY—DRISKELL DRUG ‘CO. “This 
promotion rang my Christmas bell, and you know 
the one I mean—that one on my cash register! Peo- 
ple came in with marked reprints asking for spe- 
cific items—and followed the counter comic display 
cards to shop. 

“T never bought that Coty deal, for I had lots of 
Coty sets and individual pieces. With this Puck 
promotion I’ll place my order now for next year, 
for I just don’t have any Coty items now at all.” 


COFFEEVILLE, KANSAS — KLEIN DRUG STORE. “Sold out 
all of Waterman’s Pen and Pencil sets, A.S. R. 
lighters, and Seiberling Ball Kits—by Tuesday, 
Dec. 4!” (Puck Gift Section appeared Dec. 2.) 


LOS ANGELES, CALIFORNIA — PALISADES DRUG STORE. 
“Sent out 1,500 PUCK circulars, sold out of every- 
thing and ordered more!” 


MONROVIA, CALIFORNIA — SAFETY DRUG STORE. “My 
Christmas business will probably be 50% over that 
of 1950. Customers used PUCK reprints as shop- 
ping lists!” 

TULSA, OKLAHOMA—GLENN DRUGS. “‘Day after PUCK 
gift section appeared, sold out of Ideal Trucks, 
Seiberling Ball Kits, Cinderella Watches. Re- 
ordered PUCK merchandise on Tuesday.” 


BISHOPVILLE, SOUTH CAROLINA —DuBOSE DRUG CO. 
“T had more customers than ever before at this time 


of year, which is entirely due to the advertising in 
PUCK~and they bought more, too! The promotion 
definitely increased my sales.” 


DETROIT, MICHIGAN—REGAL DRUG. “‘Sunday, Decem- 
ber 2, the day the PUCK promotion started, was 
one of the best volume days since last Christmas.” 


FALL RIVER, MASSACHUSETTS — VOGEL PHARMACY. 
“Not only sold out many PUCK items, sold much 
more Christmas and staple merchandise. Net re- 
sult—at least a50% increase in sales over 1950.” 


NEW ORLEANS, LOUISIANA — SUNSERI’S PHARMACY. 
“Completely cleaned out of PUCK merchandise 


within ten days.” 


NORWOOD, OHIO—STAGGE PHARMACY. “Hired boy to 
distribute PUCK reprints, handed them to cus- 
tomers, stuffed them into newspapers. The re- 
sponse was excellent. 1951 has been the best volume 
Christmas in my store’s history!” 


COLUMBUS, GEORGIA — EAST HIGHLAND PHARMACY. 
“Handed out 1,150 PUCK reprints. They sold all 
the Ritepoint Lighters, sold all Evening in Paris 
sets—a week before Christmas! Had to reorder 
many PUCK items!” 


TAFT, CALIFORNIA — WESTSIDE DRUG STORE. “‘In- 
creased Christmas business 50% over last year. 
Keep up the good work!” 


These are just samples of the result—more are coming in 
every day. But the evidence is plain: The PUCK-McKes- 
son & Robbins promotion put the American drug store 
back in the Christmas gift business. 


. \ What 3s Nese Mortals be!” 


z 


THE COM EKL 


The Only NATIONAL Comic Weekly — A Hearst Publication 


63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bldg., San Francisco 
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Ethan Ames Inc. to Open | 
First National Campaign 

Ethan Ames Inc., New York 
manufacturer of sports and out- 
door wear, will shortly begin its 
first national promotion. A pro- 
gram is being set up for consumer 
and trade publications. 

The schedule includes Esquire, 
Good Housekeeping, Life and Par- 
ents’ Magazine. The campaign is 
being placed through Bo Bernstein 
& Co., Providence, R. I. 


How many magazines 
have DOUBLED 0 
their subscribers 2 
since 1942? 


Any magazine, well established 
ten years ago, that can show a 
100% increase, is growing much faster 


than the American public. 


Expands Advertising Dept. 
Automotive Digest has expanded 
its advertising department. Thom- 
as F,. Langan, New York manager, 
assumes the post of advertising 
manager in the Cincinnati head- 
quarters. Oakleigh R. French & 
Associates, St. Louis agency, is 
, assisting the publication to set up 
U.S. population gained 15%. The difference a new market research depart- 
“a - = ment. 
between 15% and 100% reflects that something 
special which the Order of Elks and 
The Elks Magazine deliver to more than a 
million men with incomes twice the 


national median. 


Smith Joins Kawneer Co. 

Frank J. Smith has resigned as 
director of advertising and sales 
promotion of Nu Tone Inc., Cin- 
cinnati, manufacturer of venti- 
lating fans and door chimes, to be- 
come director of sales development 
of Kawneer Co., Niles, Mich., 
maker of doors and architectural 
metal work. 


Hirshberg Heads WEIR 
Ed Hirshberg has been appointed 
general manager of WEIR, Weir- 
ton, W. Va. Mr. Hirshberg also is 
president of WEDO, McKeesport, 
NN Pa., and general manager of 
WACB, Kittanning, Pa. 


You reach these men 
of class incomes 
at mass ratesin... 


THE 


Mel Angle Joins Capitol 
Mel Angle has joined the sales 


MAGAZINE |services of Caplio! Records Ince 


x New York + Chicago * Detroit > Los Angeles “tollywood. 


WATERLOO| 
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AMONG IOWA DAILIES 
IN LOCAL FOOD 
ADVERTISING LINEAGE 
FOR 1951 


OX 


- « « Only the Courier does a first class 
selling and merchandising job in lowa’s 
greatest agricultural industrial 
market—WATERLOO and BIG, 
RICH, 16—COUNTY AREA! 


Contact the Courier today— 
direct or through its 
correspondent 


* Lin run regular food advertisers 
—_ jeage by 


See lnterloo Daily Courier 


WATERLOO, IOWA 


Story. Brooks & Finley Notiono! Advertiiing Representatives 


oe 
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Getting Personal 


H. A. Stejer, who handles advertising and publicity for the Wash- 
ington Trust bank of Spokane, is the latest casualty of Spokane’s 
icy streets. He is nursing a broken arm... 

May | prornises to be a big day for John H. Poole, owner-manager 
of the new station, KBIG, Catalina, now being built. That’s the date 
the doctor predicts twins will be born to the Poole family, and the 
date engineers say KBIG will 
begin broadcasting from _ its 
twin studios in Hollywood and 
Catalina Island...Sporting a 
brand new Oldsmobile 88 is 
Les Parkhurst, middle Atlantic 
division manager for Bromo- 
Seltzer. He won it by showing 
the greatest percentage increase 
in drug chain store sales last 
year... 

Edith Drey, treasurer in the 
New York office of Walter Drey 
Inc., direct mail advertising 
consultant, flew to St. Peters- 
burg for a month of sunning... 
Bruce Edward Freed weighed 
in at seven pounds, seven 
ounces on Feb. 21, just a day 
before his father (Walter Freed 
of John W. Cullen Co.) cele- 
brated his birthday. . . 

R. A. Stapells, chairman of J. 
J. Gibbons Ltd., Toronto agen- 
cy, and president of the Ca- 
nadian Automobile Assn., has 
been given an honorary life 
membership in the Toronto 
Board of Trade. . .Following ma- 
jor surgery, Horace A. Carter, 
executive v.p. of the William 
Carter Co., is convalescing at 
the Princess Martha Hotel, St. 
Petersburg, Fla. ..Also recuperating from an operation is Rupert 
C. Wardner, national ad manager of the Hartford Times... 

Brides and grooms include Pamela Anderson and Robert Wolfe 
(account exec at Foote, Cone & Belding, New York), and Betty Ann 
Hortsman of Station WING, Dayton, and James E. Venable of 
Kircher, Helton & Collett agency... 

Peter Fink, art director of Lucien Lelong, left Feb. 15 for two 
months in Europe, visiting Spain and Italy and—naturally—Lelong’s 
main offices in Paris. ..Jim Shrout, head of Shrout Associates, Chi- 
cago agency, and president of the U. S. Table Tennis Assn., copped 
second place in the veterans’ singles event in the Central States 
Open table tennis tournament held in Chicago. .. 


HAWAIIAN HOLIDAY—Albert R. Stevens, 
advertising manager of American To- 
bacco Co., and his wife, “Freddie,” ap- 
peor to be happy at the Royal Hawaiian 
Hotel, Honolulu, far from the rigors of 
New York in winter. Before sailing, they 
visited briefly in Southern California. 


BREAKS THE NEWS—Bruce K. Niles, co-owner of a Houston display advertising com- 
pany, built this 14’ sign to announce the birth of a son, Martin David. 


E. Dorsey Foster, v.p. of RCA Victor, was the recipient of honors 
from the Red Cross and Department of Defense for the 2,540 pints 
of blood donated by company employes during 1951...Lars E. Gus- 
tafsen of the ad staff of the Evening Day, New London, Conn., has 
been elected president of the New London Kiwanis Club... 

The Chilton Co. threw a Stork Club party recently for 65 of its 
20-year employes. President Joseph S. Hildreth went up to New York 

rom the company’s main office in Philadelphia to act as toast- 
master... .One of the architects working on the CBS television city 
in Los Angeles is Charles Luckman of Lever Bros. fame. . Schaefer 
Brewing’s president, Rudolph J. Schaefer, has been named the “out- 
standing sports patron of 1951” by TV Guide... 

Arthur E. Paterson Jr., director of public affairs at WHLI, Hemp- 
stead, L. I., is a father for the second time. Mrs. Paterson, the former 
Betty Sherman, teen-age editor of the Nassau Daily Review-Star, 
has given birth to her second daughter, Victoria Sherman... 

Dave Moss, program director and sportscaster for WESC, Green- 
ville, S. C., has a new son, Howard Jay Moss ... Fortune publisher 
C. D. Jackson is national chairman of the United Negro Fund’s 
1952 campaign...And Oxford Paper Co. v.p. Harold H. Holden 
is chairman of the paper industry division for the Salvation Army’s 
1952 appeal ... 

BBDO’s prexy, Ben Duffy, succeeds former Postmaster General 
Walker as chairman of the greater New York chapter of the Presi- 
dent’s Committee of Notre Dame University .. . 

One of the busiest girls in New York recently was Peggy Stone, 
v.p. of Radio Representatives, who master-minded a party a day 
to give agency men an opportunity to greet Arthur F. Harre, gen- 
eral manager of WCFL, Chicago—Radio Reps’ newest client... 
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Theater Prints First Color Ad {J Os An Art | Hansen, artist, and Dillon Lauritz- ee 
The Woods Theater, Chicago geles en, art director, Auto Club atl Department Store Sales 


movie house, printed a full-page, . . | Southern California, agency, for a| 
eer slr oe, URL | ete Weawwars cover painting: Marcel Tadex Dips Again; Down 6% Feb. 16 
the Chicago Tribune Feb. 26. e . “eg 
ad, for the Chicago premiere of 27 Art Winners a Em gare a ’ ° 
gi “The African Queen,” is believed , irector, Foote, C 

& Belding, for a photo used in a 


to be the first of this kind ever : ; 
- Sunkist Growers magazine ad; 


placed by a movie theater in a 
newspaper Harry Fletcher, art director, Har- 


WasHINGTON, Feb. 26—Depart-! 
ment store sales continue to lag 
behind those of last year. For the 


(Picture on Page 62) 
Los ANGELES, Feb. 26—Two 
medal awards went to artist-art 


DEPARTMENT STORE 
SALES INDEX 


Y: director Bill Tara of West-Mar-|rington-Richards, agency, and| week ended Feb. 16, the Federal 

4 Wilder to ‘Today's Woman’ quis at the seventh annual exhibi- Bruce Butte, artist, Staniford-| Reserve Board reports dollar vol- 

i Mariechen Wilder, formerly| tion of West Coast advertising art.| Sandvick, for the best design of|ume off 6% from the correspond- Week to Feb. 16, '52*..p256 
publicity director for Northam) The show, sponsored by the Art| a complete magazine ad unit, for| ing week in 1951. The current fig- Week to Feb. 17, '51*-272 

ny Warren Corp., Stamford, Conn.,| Directors Club of Los Angeles,| Italian Swiss Colony wine; Ted/| ure, however, is still above those Week to Feb. 18, '50*..231 

: has joined Today’s Woman as| opened at the California State Ex-| Parmelee, art director, for the|for the 1947 through 1950 weeks. Week to Feb. 19. '49*..228 

‘ beauty editor. position last week. best television commercial film| All but two of the districts reg- Week to Feb. 21, ’48*..249 


Perhaps not today . but sometime | 
> you are bound to need full-color 4| 

reproduction in small quantity (2 to } 
5 in a hurry! For 
sales presentations, pre-testing, ex- 
hibitions, sign painters color guides, 
display merchandising, etc. Remem- 
ber to contact 
ASSOCLATES, 
N.Y.C. 17. MU ~ 8-0091 


duplicates) 


S B. NOBLE 
270 Park Avenue, 


Mr. Tara received the club’s 
medal award for the best design 
of a complete newspaper ad unit. 


|| And for the best outdoor poster he 


took the George W. Kleiser medal. 
Both awards were for work pro- 
duced for General Petroleum Corp. 
by its agency, West-Marquis. 
Other medal winners: James 


produced by United Productions of 
America for the U. S. Navy. 


Direct Mail Volume Up 


Direct mail dollar volume for 
January was $91,900,385, an in- 
crease of 1.3% over January, 1951, 
according to figures released by 


Direct Mail Advertising Assn. 


istered losses for the period. The 
gains were in the Dallas and Kan- 
sas City districts, up 10% and 5%, 
respectively. The Minneapolis dis- 
trict showed no change. 

Among the districts, the largest 
losses were reported by the Cleve- 
land district, off 11%; the Rich- 
mond district, down 10%; the San 


Week to Feb. 22, '47*..216 


pPreliminary. 
*Not adjusted seasonally. 


Francisco district, minus 9%; the 
Atlanta district, off 8%, and the 
New York district, down 7%. 


Scattered gains were registered 
by the cities. New Haven was up 


m a substantial 60% and Tulsa 
; climbed 27%. Other increases 
were: Oklahoma City, up 13%; 


St. Joseph and Fort Worth, both 
plus 12%, and Houston, El Paso, 
Dallas and Kansas City, all up 
11%. 


4 NO TV STATION BEATS KNBH IN 


%™ Change From ‘51 


: Week Ended 
$ ; Federal Reserve Feb. Feb. Feb. 
= 3 District and City 2 9 16 
x * UNITED STATES —- —# 
Pa Boston District .. 1i—4 —# 
7 ” New Haven . —2 31 60 
: Boston dotens . o-—-9o —6 
< li Lowell-Lawrence —10 1 —9 
ee 4 0, Springfield . co) 8 3 
* Providence —6 —l11 —10 
a ; New York District ... —Ti -kv -—i 
i Newark 6r—13 —16 
{ P < Buffalo . . 9 -—2 2 
4 5 ° New York ; —10 —1l4 —6 
« Boherifeis Sendete Rochester 4 -—9 —7 
Syracuse on) ra —15 
‘ *Gostord * Tem Ochs Conn nestio Philadelphia District 5s — —3 
: Philadelphia 6 —7 -—5 
KERN COUNTY phia 
“ Onrwm | Cleveland District 6b -—) —1! 
| felon i Akron ‘ 16 —8 0 
eho hoe | Cincinnati . 2-6 6 
] mercope Cleveland 10 -8 —6 
— Columbus 65 2 —15 
e Bdge — 6 —19 —10 
_— rie wisi 122-6 —9 
— ditien tetegs Pittsburgh 6 —15 —18 
- enine Richmond District . 1” rs —10 
eanepe oe Washington Rear iz —4 —10 
Baltimore 42 2—l1 
Fowmont 
d Vennuna eaeney ‘Sondberg Atlanta District ... ures —8 
‘4 PScherdes e Birmingham 3-8 —9 
4 Jacksonville _ —8 -—8 
7 105 ANGELES COUNTY Miami —10 —1ll —12 
i Atlanta r—8 —15 14 
ae eV Reeler Springs Covex Augusta pavebsions 16 4 6-2 
« i Sente Berbore ere Actone New Orleans a 27 15 ° 
anes ow Nashville ............. 218 «&rl? —I17 
, e oNewnolt Chicage District ........ irs —- 
Venture Pevie ie IE cconsereccssenmes io -—5 —l 
oa @5™ Femendo Indianapolis anne 3%366UC<C HTC; 
“sencoy Detroit eeseenn a =i atl 
6, Milwaukee ............ —l —10 2 
j —— | eee ie E Otane meme St. Louis District ..... a 
Little Rock a 36-13 —8 
Reverty Mile ® Louisville ipinioienet 36 9 —1l4 
j ——~ @ angen St. Louis Area 1s 7 1 
i : Senre Monica \ venice Memphis _.......... Ge «§ —}i 
“Sa : oot ® Minneapolis District 7: —3 o 
a a" e Minneapolis 0 —3 6 
“a St. Paul —_ 4 —4 —12 
ass: Duluth-Superior . 10 4 —6 
tone, OrengeO Kansas City District Sr—-12 
aa Sen Pedro mae Ot Denver ; 4 —7 
cy KNBH Wichita + sh a all 
a Munnagten Beach Kansas City 5 —8 11 
42 St. Joseph 10 —1l4 12 
a Q EACH ES 100% Oklahoma City 2 —19 13 
al ulsa — 6 —10 27 
4 Dallas District 72 rs 10 
~ allas ~ 36 —16 1 
El Paso , —3 -4 11 
OF THE 1,232,000 TV HOMES El Paso 34 ou 
eboney + Houston 533-8 11 
T BOOMING MARKET! oe ae ee 
oa O SAN DIEGO CoyhTY San Francisco District —itril -* 
er Los Angeles Area —15 —ll —ll 
0 Downtown Los 
Angeles —12 —8 —15 
ke 4 ° sti Westside Los 

Growing by leaps and bounds... fantastically P Enemies — cil ak 
a Oakland .... —14 —10 —10 
: > rae = S. D —14 —15 —7 
rich...and TV happy—that’s the vast Los Angeles San Diego ——— = 
- A Ps ’ of! Cojen Portland . —15 —15 —11 
, b . . Salt Lake City —ll —ll —14 
market. It's America’s third largest retail sales area: Ee oo Salt Lake City a = = 
. a) ae = Coronado Cry Spokane 3 6 —8 

And the powerful NBC television outlet-—KNBH— —— 


*Data not available 


is seen and heard by EVERY TV HOME within 


‘ this 200-mile-wide market! For choice spot sume.ane Guna Saget 


10% Surtax on Postcards 

The House post office commit- 
tee on Feb. 27 approved legisla- 
tion (H. R. 5900) repealing the 
10% surtax on postcards pur- 
chased in quantities of 50 or more. 
An identical bill was passed by the 
Senate Feb. 25. 

When approved by the House 
and signed by the President, the 
bill would remove the surtax with- 
in ten days. 


@ time, contact KNBH, Hollywood, or your 
nearest NBC Spot Sales office today. 


TO SELL THE BUYING MILLIONS 


” | Starts All-Night Music Show 

x IN AMERICA'S 2ND LARGEST TV MARKET WDAS, Philadelphia, has 
; launched “All-Night Music Festi- 

hea val,” a 1-6 a.m. show carrying all 

Via |types of classical music. Muntz 
sy TV is the first sponsor to buy 


time on the show. 
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ADVERTISING AGE is the BIG medium with the BIG selling 
power, offering you the BIG value for your promotion dollars. 
That is why ADVERTISING AGE dominates in advertising 
leadership in 1951 as it has for more than a decade. 


* Here is ADVERTISING AGE’S 1951 record: 


2,593,059 lines of display advertising, 43.08% of the total in a 
S-paper field—a 265,083 line gain over 1950 as compared to a 
combined net loss of 11,767 lines for the others. 


* 52.15% of the total Magazine promotion linage— 


663,908 lines to 208,607 for 2nd place Printers’ Ink. This is a 
= of 109,788 lines as against a combined net loss for the 
others. 


* 43.25% of total Newspaper & Supplements promotion linage— 
749,784 lines to 377,188 for 2nd place Sales Management. This 
is a gain of 65,765 lines, 91.22% more than the combined net 
gain of the other 4 papers. 

* 47.73% of the total Radio & Television promotion linage— 


I! 326,333 lines to 125,426 for 2nd place Tide. This is a gain of 
| 118,867 lines, 143.77% more than the combined gain of all others. 
| 


*% 46.04% of the total Farm Publication promotion linage— 
144,347 lines to 60,648 for 2nd place Printers’ Ink. This represents 
a gain of 18,599 lines against a loss for each of the 4 others. 

* 47.45% of the total Graphic Arts & Point-of-Sale linage— 
211,064 lines to 131,992 for 2nd place Printers’ Ink. 


_ 
| LINAGE PICTURE FOR 1951 
' 


1951 GAINS WIDEN ADVERTISING AGE’S 
LEADERSHIP AS No. 1 PROMOTION MEDIUM 


ge In Linage Gains 
We In Total Linage 


In Number of Accounts 


* First in Outdoor & Car Card promotion linage 
* First in Advertising Agency promotion linage 
* Second in Business Paper promotion linage 


* First in total number of advertising accounts— 
854 accounts to 775 for 2nd place Sales Management. 


* First in total classified advertising (not included in displa 
age figures) —28,574 lines to 23,856 for second place Printers | 


This record, a barometer of advertising values, speaks for its 
—and tells you that ADVERTISING AGE is the BIG book m 
capable of doing the BIG job for your promotion, too. 


. Major advertising media and services consistently recognize ADVERTISING AGE as 
a4 the important place to reach the important people who are most important to them. 
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Oak Park, Itt., Feb. 26—Station 
WOPA has told its attorneys to 
Start legal action against the Lib- 
erty .Broadcasting System. The 
station wants Liberty enjoined 
from “violating a three-year af-| 
filiation contract signed on March 
14, 1951.” 

Egmont Sonderling, general 
manager of the station, said that 
Liberty apparently does not intend 
to furnish any Chicago White Sox 

or any other—baseball games to 
WOPA this coming season. This 
violates Liberty's contract with 
the station, WOPA says. | 

The station sent the following 


wire to James Foster, executive 
p. of Liberty, last Friday: 
Being unable to secure any reply or 


commitment over the past six months 
that you intend to adhere to our affili- 
ation contract and furnish us regular 
Liberty programs scheduled, including 
White Sox ball games and other baseball 
broadcasts, we have instructed our attor- 
neys today to institute appropriate legal 
proceedings immediately, seeking to en- 
join you from violating our contract 
dated March 14, 1951, which has been 
renewed by its own terms for a further 


Advertisers 
Believe in 


STANDARD 


* The Advertiser, 
| Address 
Capitalization 


| 

{ ¥ 2 

| . er og with 
Wry time counts — | « Corporote 

an ou want to nacunives 

know the heed name of a |. —- 
product — what company | * Sales Manager 
makes it — the names of , * Printing Buyer 
the officers (especially the | ° Advertising 
Advertising Manager, the Hendling 
Advertising Agency) — | , ame 
where they advertise and | Executives 

| 

' 


how much they spend — 
you'll realize why the | 
STANDARD ADVER.- 
TISING REGISTER be- 
longs on your desk 


Better get the facts. Just 
drop us a line on your company letterhead and 
"ll do the rest. 


THE AGENCY LIST I. 


the Agency "ist 
+ of ¢STANDARD’S 
corviee or may be purchased 
separotely. 


F 


ion about th 
fran Rano “Lovee ADVERTISING Shes: 
= me", yours for ey eahion. 


WATIOWAL REGISTER PUBLISHING CO., INC, 


190 Vien, nd ew 333 N my gy Oe | 
New York 36, N.Y Chicoee |! ! 


Station WOPA Sues Liberty Broadcasting 


period of two years pursuant to Para- 
graph X. Inasmuch as we have been 
verbally informed that WCFL will carry 
the White Sox games, which under the 
terms of the contract we are entitled to 
first call, injunctive relief will also be 
asked against that station. 


_Bowley Appointed Ad Manager 


Sid Bowley has been appointed 
ad manager of National Publishers 
Ltd., Winnipeg, publisher of Cana- 
dian Farmer, Der Nordwesten and 
Croation Voice. 


Emerson Elected Publisher 


Mrs. Ella H. Emerson has been 
elected publisher of the Sentinel, 
Ansonia, Conn., succeeding the late 
Lucien L. Desaulniers. Officers 
elected are Mrs. Emerson, presi- 
dent; Noyes S. Wilmot, v.p. and 
treasurer; William G. Boies, secre- 
tary, and Mabel V. Ward, assist- 
ant secretary. 


Melamed Joins Coast-to-Coast 

Louis Melamed, formerly presi- 
dent of Melamed-Hobbs Adver- 
tising, Minneapolis and St. Paul, 


2 ees ms 
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has joined Coast-to-Coast Stores,| Mah Chena Names Hall 


a voluntary retail chain, as v.p. 
and director. 


| 


Mah Chena Corp., Chicago, 
packer of Mah’s quick-frozen chop 
suey, has appointed Herbert Sum- 


Copeland Named Ad Manager mers Hall Advertising, Chicago, to 


The home appliance division of 
Murray Corp. of America, Scran- 
ton, Pa., has appointed Paul R. 
Copeland Jr. as advertising and 
sales promotion manager. Mr. 


handle its advertising. Television 
spots will be used. 


Two Join Bander-Globus 
J. Henry Rich and Edward Soltz 


Copeland was advertising man-| have been appointed account ex- 
ager of National Sugar Refining ecutives for Bander-Globus & As- 


Co. from 1948 through 1951. 


He sociates, Hollywood radio and tele- 


succeeds Malcolm Lund, now with vision product promotion special- 


Tatham-Laird Inc., Chicago. 


ist. 
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Pathescope Branches Out | Appoints Lyman J. Houfek Thoma & Gill Adds Account | Hoxby Elected President | 


Pathescope Productions, New| Lyman J. Houfek, formerly di-| Autographic Register Co., Ho-| Harry J. Hoxby, executive v.p., | 
York, producer of motion pictures| rector of marketing research for| boken, producer of continuous has been elected president of Kem- 
for industry and TV, has opened E. J. Brach & Sons, Chicago candy | business forms and autographic per-Thomas Co., Norwood, O., 
a new office at 2536 Euclid Ave.,| manufacturer, has been appointed registers, has appointed Thoma & manufacturer of advertising novel- 
Cleveland. Bob Polatsek, formerly | an associate of Davee, Koehnlein & | Gill, Newark, to direct its adver- ties. He succeeds Stanley W. Al- 
an account executive of Fuller &| Keating, Chicago marketing re-| tising. len Sr., who has been appointed 
Smith & Ross, will head this mid- search agency. board chairman. 

| Milady Foods Names Agency 


western operation. 
ABC-AM Adds S Cummings Named Media Head _yyilady Foods Co., manufacturer Sacco Joins Weintraub 
‘ . tations Edward D. Cummings, formerly of frozen food specialties, has ap-| Joe Sacco has joined the copy- 
KCLYV, Clovis, N. M., and WKBV, | with J. Walter Thompson Co., New pointed Kastor, Farrell, Chesley & writing staff of William H. Wein- 
Richmond, Ind., have affiliated) York, has been appointed media Clifford, New York, to direct its traub & Co., New York. Mr. Sacco 
with the radio network of Ameri- director of Robert W. Orr & Associ- advertising. Newspapers, radio and was with several other agencies 
can Broadcasting Co. | ates, New York. | television will be used. | prior to joining Weintraub. 


| industrial 
f goods — 


There’s an old saying in — 
retailing that business 
goes where business is. 
Watch, the next time in 
your town when A & P or 
Sears or some other smart 
merchandiser locates a 
new store. 


TOTAL MENTIONS RECEIVED BY THE FIRST 13 : 
MAGAZINES OF ALL TYPES BASED ON RETURNS 


FROM THE METALWORKING INDUSTRY. 
(Standard industrial Code groups #33 through #38).* : 


No reason in the world 
you can’t do the same 
thing in your business. 
Find out where your sales ~ 
are coming from...then 
put yourself there. 


Why is this survey noteworthy? 


1. it te the largest, sont: conpeuhonsive indus 


trial readership survey ever conducted, If you sell industry, that 
2 . means 92.9% of your 
The following 18 leading companies por- business comes from just 
ticipated in this survey. “ge 650 counties out of all the 
Aluminum Cov of Amerie PR. Mallory & Ca., tne. os U.S.A.’s 3072 counties. 
‘The Block & Decker Mianeapolir- Honeywell : Each of these is a manu- 
Mig. Ca AES tages ws a facturing county worth 
tials Brown Instruments 
“a pala ite ee Setany Yoowuns Ol Ga, er: | $10,000,000 or more. 
Union Carbide & 
Dodge Mig. Ge. sa yi 
General Elects Co. Scheie: Diodes te Okay, that’s where you go 
*33 Primary Motel ind ies; 34 F i i’ ; Apparatus Olyisien 3 acca we 3 | ... but how do you gett 
chinery (Except Gociwicel); = ' : Toe Gastar 7 Scie eteinagieal th. ; | there? You get theres 
Mechanical Rubber sarteearen np | pevery Sunday with) 
Goods Div. pee Ge 1,000,000 copies of The 
WHY IS IRON AGE NO. 1? . . . Editorial im- _— Hornichtegee Carp. Wastinghantn Cacti Corp. | } New York Times that are 
pact earns and holds The IRON AGE’S top ; Hyster Company Apporatus Division bought by businessmen? 
place in metalworking. Impact is the meas- i | The 18 companies mailed « total of 198,837 — bag on rye 
of a magazine's effect on its readers . . ? | ee ae 
ure ag - : questionnaires to individuals on their customer ¥ | Sunday Times circula- 
not only how often they read it, how inten- and prospect lists. Replies totaled 42,878. tien, 
sively they read it . . . but how completely | 
they believe in it. Metalworking men, ad- 4. Alt individvols contacted were men who ae | Vick tee fees ee 
ministrative and operating executives, have __ control or influence buying, regurdiess of title a8 pa io pei aie 
been reading The IRON AGE for almost 100 —— | | edvattbieth diesen 
years now .. . believing in it, running their «Be pesuts jassified ond tabulated by et OF THE WEEK, one of the 
plants by it, making decisions from it . . and the McGraw-Hill Publishing Co. = best read features of The 
buying out of its busy advertising pages. ‘ Times, and particularly 
6/6 Magazines of all types—general, business, : preferred by business- 
_ industricl—are included in survey results. men. It’s the newsreview, 
= : | with its own special staff, 
= a Sk We es ee poe Kae Gn ee 5 | backstopped by the 
Ask your IRON AGE representative to show you a detailed : remarkable resources of 
y 7 ’ America’s most distin- 
tabulation of this survey — publication by publication. me =| = | guished newspaper. 
Ask your agency, ask us, 
to tell you all about it. 


diron Age | 
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eo The New York Times} 


REVIEW 
OF THE 


WEEK 


the newsreview you get 
every Sunday Exclusively 
with The New York Times 
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4 That manufacturers allow a 


South Dakota's Leading Newspaper | 
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FTC Charges Ad Specialty Group, Members 


with Price Fixing and 


WAsHINGTON, Feb. 27—The Fed- 
eral Trade Commission charged 
today that manufacturers and job- 
vers of advertising specia!ties are 
involved in a conspiracy which 
restrains trade and fixes prices. 

The conspiracy, the commission 
said, hinges on the activities of the 
Advertising Specialty National 
Assn., Washington. FTC says the 
association publishes a “‘members’ 
creed,” which pledges manufac- 
turers and jobbers to maintain 
“established policies and selling 
prices.” 

The association has some 250 
manufacturer and jobber members. 
These did $94,000,000 of the $125,- 
000,000 to $150,000,000 of adver- 
tising specialties business in 1947, 
FTC said. 


® Products of the industry are 
hundreds of ad specialty items. 
These include calendars, cigaret 
boxes and lighters, housewares, 
key chains, leather goods, mailing 
and greeting cards, fans, letter 
openers and thermometers. 
In agreeing to suppress compe- 
tition, FTC said, members have 
required: 
1. That jobbers resell to ulti- 
mate consumers at prices fixed by 
manufacturers. 
manufacturers sei to 


digtount of at least 50% to jobbers 
am@ refrain from selling to job- 
bes who pay salesmen more than 
a Be commission. 

@ That manufacturers selling di- 
reef maintain the same list prices 
on @irect sales as furnished to job- 
berg, and pay salesmen the same 
of commission that jobbers 
salesmen 


addition, FTC said, manufac- 
s are dissuaded from selling 
bbers who aré not members 
of Me association. 

C conceded that manufac- 
and jobber members meet 
séparate!y, but contended that each 
gro@p has its “manual of prac- 
tices.” These, FTC said, serve as 
“bitlles’ which members look to 
“fom guidance and direction in the 
evefyday conduct of their busi- 
nés# affairs.” 


The manuals contain the as- 


Restraint of Trade 


| which, the complaint stresses, re- 
cites the following: 


s “I believe in the maintenance of 
established policies and _ selling 
prices...I believe that all those 
engaged in the advertising spe- 
cialty business, who subscribe to 
this creed, should join and be wel- 
comed as members of their trade 
association ... Believing all this, I 
hereby pledge my efforts to the 
maintenance and execution of 
these principles.” 

While the association has 250 
members, FTC directed its com- 
plaint only at the association, 23 


|member manufacturers and eight 


member jobbers. All were termed 
“fairly representative” of the en- | 
tire membership. 

Russell M. Searle, association of- 
ficer named in the complaint, 
said the association would issue no 
statement until it selects counsel. 


Otto Has Three Standard 
Brand Items; JWT Has Rest 


AA erred in reporting in its 
Feb. 25 issue that Standard Brands 
International had gone from J. 
Walter Thompson Co. to Robert 
Otto & Co. Blue Bonnet marga- 
rine, formerly handled by JWT, 
went to Otto in April; also, Royal 
Malteado and Royal Leche, new 
products which conflicted with 
JWT accounts, were transferred 
to Otto. 

The remainder of the Standard 
Brands International account con- 
tinues with JWT. 


Phil Richman Joins Harshe 

; Phil Richman, formerly an asso- 
ciate editor in the Chicago office 
of ADVERTISING AGE, has joined 
Harshe-Rotman Inc., Chicago pub- 
lic relations organization, as as- 
sistant account executive. 


Buxton Rejoins Magazine 


William Buxton has rejoined the 
Chicago office of The New Yorker 
following a 15-month tour of duty 
with the Army general staff in the 
Pentagon. 
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SPACE SHIP—This is the $30,000 rocket ship that Ralston Purina Co. built to boost 

its boxtop business (AA, Feb. 25). Shown inspecting it ore (from left) J. V. Getlin, 

ad manager of Ralston’s cereal division; Geoff Boker, v.p. in charge of the di- 

vision, and George Shields, Ralston account executive with Gardner Advertising Co., 
St. Louis. 


sdeiftion’s “member's creed” 
P 


Leading | 
Medium | 


in this | 


nna 


Sioux Falls 


97% coverage Metropolitan area 
65% coverage ABC trading zone 


SIOUX FALLS 


der 


The roots 
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WFIL Hikes Daytime AM Rates 5% to 30% 


PHILADELPHIA, Feb. 27—Effec-| quently stated that AM has made 
tive March 1, Station WFIL will| a remarkable comeback during the 
increase its AM rates from 5% to) past year. 

30%. This is the first rate increase | 


- — a since the same sta-| Hunt Foods Launches Huge 
ion “adjusted” its rates two years 
ago by raising daytime rates and — ee prevent 
ee will hit New York in March with 
» aes for the rate increase) an all-out drive for its tomato 
were given by the station. It made} cayce. Supporting its campaign in 
its announcement simply by issu-| the metropolitan area will be con- 
ing a new rate card. sumer magazine ads. These will in- 
The one-hour Class A time rate! clude 26 four-color pages in Life 
went from $300 to $315, Class B) and four-color ads in Ebony, Good 
time remained at $200 per hour, Housekeeping, Ladies’ Home Jour- 
while hourly six-day strip rates "@!, McCall's, Parade, and This 


MASK OF MENASHA— Spearhead of Gen- 


Henri, Hurst & McDonald 
Elects Three to V. P. Posts 

Charles Pumpian, Daniel W.) 
Foster and Martin Zitz have been 
elected v.p.s of Henri, Hurst & 
McDonald, Chicago. Mr. Pumpian 


23 


Sign Makers Ask 
OPS to Remove 


Price Controls 
Feb. 


has been with the agency for many WASHINGTON, 27—Sign 
years, most recently as manager manufacturers asked OPS today 


of the media department. He is|to take their industry out frem 

now v.p. in charge of media. Mr. under price control 

Foster, account executive, joined Ind be id 

the agency in 1949. ndustry members said their 
Mr. Zitz, account executive, has Sales prices today are as low as 

been with the agency a little over| they were in 1949. Since most 

two years. For four years prior to} signs are custom built, they said 

that, he was advertising and sales| the preparation of a pricing order 

promotion manager of Elgin|for the industry would be very 

American division of Illinois) gifficylt. 


Watch Case Co., Elgin, Ill. Mean-| Represented at the meeting were 


| eral Food Corp.'s current Jell-O pudding 


while, the agency has leased an) : 
additional floor in the LaSalle-|*POkesmen for companies making 


Wacker Bldg., giving the agency a|@!! types of signs, ranging from 

total of four floors. huge _ electrically-operated neon 

| lights to big outdoor panels. 

| Diamond Named Ad Manager The 5,000 industry members did 
Frank Diamond, formerly as- an estimated $240,000,000 volume 

sistant advertising manager of 


in 1950, OPS said. 

| addition to its regular Monday | Chicago Printed String Co., has 
Mandel Bros., Chicago depart-| shopping night. Carson Pirie Scott} been appointed advertising man- 
ment store, beginning March 6|& Co. initiated the move on Feb.| ager of Allied Drug Co., Chicago, 


went from $425 to $525; one-min- Week Magazine. 


The company will continue its) 
ute spots rose from $38 to $40 base | television promotion of tomato| 
and one-minute, six-time strips 


sauce, staying on the NBC-TV net- | 
rose from $60 a week to $90. work “Kate Smith Show” for the 
| WFIL’s daring “adjustment” rest of the year. Young & Rubi-| 
several years ago was made in 


cam, New York, is the agency. 
the face of the popularity of night- 


time television, which had ad- | Evening Shopping Stressed 
versely affected evening radio im- 
pact. 


promotion in the New York Jewish mar- 

ket, vio the Joseph Jacobs Organization, 

is this free mask of Menasha Skulnik, 

Jewish comic. The mask is designed to 

pick up sales from non-Jewish as well 
as Jewish shoppers. 


@ Sign people said they already 
are under many forms of control, 


Radio executives here have fre- 


will be open Thursday nights in! 21 (AA, Feb. 25). 


wholesaler of cosmetics. 


\ \ here the butcher knows the baker—Where 
housewives pass household hints from porch to porch— 
It’s good marketing for an advertiser to get 
his own roots deep down into this rich sub-soil. 


Every month The American Magazine’s unique 
and wholesome Family Service segregates for advertisers 
more than 24% million solid American families 
who—geographically or psychologically— 

live in Hometown America. 


Because it serves them, because it reflects 
their ideals, because it has faith in them, 
these Hometown families make The American Magazine 
their best-liked, most-trusted publication. 


And note: that Hometown America 
is the wholesaler’s best market—that The American 

reaches more than 24 million families, 2% bigger, 
9% younger, with incomes 38% higher 
than the U. S. average—that therefore, 
in The American Magazine, your advertising costs less 
because it lives longer and grows deeper. 


| 
| 
| 


|Tv» Los Angeles, beginning A 
i 3 
| York, is the agency. 


Opens PR Office in Far East 


_ and business on a Gits Quality 


| fective reminder that will serve 


| the airline’s publicity in Seat 
will direct the new bureau. 


| 
; 


ranging from zoning ordinances to 
special controls over wine and 
liquor signs. They complained that 
their market is rapidly approach- 
ing the saturation point. 

In arguing that prices of their 
product are not likely to increase, 
they said they already have ab- 
sorbed increased material costs 
and are carrying a large inventory 
of steel and copper. 

They said there is no pri 
pattern in the sign industry whith 
would be the basis of a price c 
trol order. “No two compa 
even use the same cost estimat 
they declared. 

OPS did not comment. 


Chesterfield Telecasts Game 
Chesterfield cigarets will spor 
one-third of the telecasts of 
Los Angeles Angels and Ho 
wood Stars baseball games. 
company will pay $160,000 for 
share of the telecasts over K 


Cunningham & Walsh, 


Northwest Airlines has ope 
a public information, news 
publicity bureau in the Far 
Charles A. Bier, who has 
western region representative 


LEAVE A 
LASTING REMINDER! 


The surest way to be remem- 
bered is to place your nome 


Plastic Product. Inexpensive! 
Practical! Truly o friendly, ef- 


24 hours a day for a long time. 
There’s a wide selection to 
choose from, ranging from 
$2.50 per 1000 to $10.00 per 
item. Ask your specialty job- 
ber to see these lasting, color- 
ful items, of mail coupon 
below for catalog and prices. 


my 


See us in Booths 128-129 
National Premium Buyers’ Exposition 
Conrad Hilton Hotel 
March 17-20 incl. Chicago, Ii. 
¢——— GITS MOLDING CORP. ~——- 
4646W. HURON ST, CHICAGO 44,14. | 


OC Please send me catalog ond price list of 1 
Gits Quality Plastic items. 


NAME ............ 7 
COMPANY ..... | 
COTY ne eneneerersnenmer BONE... STATE | 
Please also send — my ey for using | 
| 
| 
| 
4 


Advertising Sp 


bt 


iY is 
We sell C) direct to 
O deoters, O sf 


consumers, CO jebbers, 
9 


S 
< 
4 
“ 


J a = ee 
7 2 pa ne On c 
A F ee, wa Y. ae 
oomeos iy ae ad 
q y Ne oa 
a 2 * —e eT 
a W- OW es 
: Bi ae @ oS me 
— ae ; 
9! "33 fF 4 
Se a : 
b oa | gees: 
ae a ie 
ett eas 3 * r | a 
F 42 ees ‘ % : 
a 7? —~ . 
j ee. Vax a 
a be REAL ! thay ee 1G ee 
a aS _—— : r 3 fs 
ae es vesate Wilk \$or E PR 
— ia A eae the | 
— ae — - Regd 
— oe ee | _— 
: ; | i 4 ‘~ Bs 4 
oe a : » £ ars 
a. came | — 
: a b~ and mS 
¥ ore’ 1 % ast. “oe : 
= = i ‘a { " S.wh § P of Fe ef Vp ~., 
= . oo 2 tee | Ee ci es 
ae. & |” | nti a 
‘ YY —— , ree 
oe ee aie ss , 
o> : ee |/ Se 
4 ee [ Gg vate 
_ | ter 
: i 2 [i , aes 
x 4 = fs ee 
:" : > a E/ : BP vid 
oe Ber . a } . # 
: t, : 
i merican-fawe @ : ! 
os f : J y ae 
fe ee : re sit oo - me, 
a 1 j - a Maree +-——— « ye ey Phe) — 4 
BLY : 5. 5 2 ; % 
if pms ate a f wet 
| = Ie on 
nf —— 7 . eto 
F = Sant ‘ex % ay MAGAZINE 3 
: == TUBS es 2 
: =r aa The. Fu by Symice : | ee 
== be) yr <A 
: == A ° Z P | 3, 
| = eT | fee tromiloum Umerica = 
The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y., Publishers of The American Magazine, Collier's, end Woman's Home Companion Hl ee 
oa «tala ae ~ . bs > ton 4 
MT Se | oe ee (ee OO a ee pic ie p pease Le eS See 
\ la Glace. <. ° pee eee Mee: ; ee.” ee yee oe ee ee 


Pathe Labs to Durstine Inc.;: 
Tronolone, Pathe V.P., Leaves 

Pathe Laboratories Inc., New 
York, has appointed Roy S. Dur- 
stine Inc, to direct its advertising. 
Business papers, direct mail and 
some national media wili be used. 
The company lists no previous 
agency. 

Nick Tronolone. Pathe v.p. in 
charge of production for the past 
15 years, has resigned “for a much 
needed rest.” 


U. S. Steel's Austin Analyzes Role 
of Adman in an Expanding Economy 


Detroit, Feb. 26—People in 
marketing are going to be called 
upon to mass produce customers 
on a scale never before dreamed. 

In the next few years, the sales- 


man, the advertising man, the 
market development man and 
others “will have to create the 


customers for the enormously ex- 
panded American production ma- 
chine.” 


Such is the opinion of David F.| 


Austin, executive v.p. of U. S. 
Steel Co., who spoke before a joint 
meeting of the Adcraft Club and 
Industrial Marketers of Detroit 
here last Friday. 

Salesmen and advertising men 
will play a much more important 
role in the years to come, Mr. 
Austin said. Because of this new 


| role, Mr. Austin declared there is 


“ample reason to take an analyti- 


cal look at the advertising man. 


® “This would seem a time to 
study him with new respect, to 
evaluate his relationship to the 
salesman, to examine the use 
which management makes of his 
many talents... 

“It seems to me,” he pointed 
out, “that in far too many in- 
stances sales management looks 
at advertising on an annual rather 
than on a continuing basis.” He 
said there is a tendency on the part 
of management to lose sight of 
the basics of selling and to forget 
advertising’s relationship to them. 

There are usually five steps 
which must be taken to complete 
a sale, he said: 

1. Those who directly or indi- 
rectly control purchasing must be 
contacted. 


2. Interest must be aroused in 


the product. 


3. A preference for the product 
must be created. 

4. A specific proposal] must be 
submitted, applying the product 
to the buyer’s problem. 

5. The transaction must be com- 
pleted—the order secured (the 
most important, according to Mr. 
Austin). 


® In the early days, he continued, 
the salesman undertook to ac- 
complish each of these five steps, 
unaided. He contacted, aroused in- 
terest, created a preference, made 
a specific proposal and secured the 
order. 

“Today, however, ai a relative- 
ly low cost per dollar of sales vol- 
ume, and with a tremendous saving 
of the salesman’s time, the first 
three steps are accomplished, in 
large part, by advertising. It con- 
tacts the people. who control the 
purchases, arouses interest in the 
product and creates the preference 
for the product. 

“If management loses sight of 


is Is The Brent Gunts Show! 


++» human interest 


fun, music, variety 


MORNINGS 
9 TO 10 A.M. 
MON. THRU FRI. 


NBC In 


Television Baltimore 


WBAL-TV 


Ma ryla nd 


NATIONALLY REPRESENTED BY 
EDWARD PETRY & COMPANY 
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'the continuing part advertising 
plays in every marketing effort, 
then it is not surprising that man- 
agement takes a casual, once-a- 
year look at advertising,” he said. 


s Mr. Austin said if management 
has a continuing responsibility to 
salesmen arid to sales managers, 
then management has the same 
responsibility to advertising. There 
are three vital areas, he added, 
in which an advertising manager 


deserves management’s under- 
standing interest and active parti- 
cipation: 


“First, he deserves to have the 
effectiveness of his work measured 
—not in the conventional way 
which measures coverage by prod- 
uct or by area or by readership— 
but in terms of value received for 
each advertising dollar spent... 

“Second, the manager of adver- 
tising deserves proper recognition. 
An advertisement in itself is tan- 
gible. It can be seen and read. Let 
us not forget, however, that be- 
hind that advertisement lies an un- 
seen trail of creative toil, techni- 
cal research and artistic execu- 
tion under the leadership of men 
who, in most cases, have devoted 
many years to the advertising pro- 
fession. .. 


s “Third, the manager of adver- 
tising deserves inspiration. Hold- 
ing, as he does, a responsibility to 
direct the work of creative people, 
he strives year-in and year-out to 
inspire their efforts. It is probably 
the most exhaustive phase of his 
work. It is certainly the most lone- 
|some. It will profit managemen? 
to remember that an advertising 
manager not only directs creative 
talent, but is himself creative. As 
such, he is dependent not only 
upon a salary, but upon contact 
with and inspiration from his 
leaders.” 

Mr. Austin declared if business 
managers and sales managers “will 
embrace these considerations in 
this relationship with their adver- 
tising men, the advertising men 
will return to management divi- 
dends which cannot be bought 
with money alone.” 

“Advertising is both a market- 
ing weapon and a marketing tool. 
It can help the marketing echelon 
of American business to carry out 
the fantastically difficult job that 
has been cut out for it in the years 
which lie ahead,” he said. 


Screen Writers to Strike 
Against Television Producers 


The Screen Writers’ Guild has 
voted to strike March 10 against 
the Alliance of Television Film 
Producers in Hollywood. Members 
of the alliance are William Broidy 
Productions; Bing Crosby Enter- 
prises; Jerry Fairbanks Produc- 
tions; Flying A Productions; Prim- 
rose Productions; Roy Rogers Pro- 
ductions; Screen Televideo; TCA, 
and Ziv Productions. 

Guild officials claim the strike 
will close off the group from all 
organized writers as well as guild 
members. The group of producers 
has rejected the strike threat until 
the guild presents proof it is the 
bargaining agent for its writers. 
The guild seeks to negotiate on a 
minimum basic agreement for pay 
and working conditions for tele- 
vision writers. 


Publishes Spanish Edition 


Catholic Digest will start pub- 
lishing a Spanish edition Sept. 1, 
with an initial distribution of 100,- 
000 copies. The magazine will be 
sold in Latin America. Although 
the domestic edition carries no ads, 
the Spanish edition will have a 
limited number of pages of adver- 
tising. 


Bo Bernstein Adds Two 


Bo Bernstein & Co., Providence, 
R. L, has been appointed to han- 
dle advertising for Roskin Distrib- 
utors (radio, television and news- 
papers and trade publications will 
be used) and Dainty Dot Hosiery, 
| Boston (radio and newspapers are 
| planned). 
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NBC TV Shows, McPherson Joins KGON | ‘Cue’ Names Ost : . 
P Donald McPherson, formerly an). Arthur J. Ost. formerly with The Sun Shines Bright On PADUCAH--- 
t executive of KWJJ, Port- | Fium-Ar c., a 

erformers Take SE ee ee ewe isk an |;remaiah manager of Ces. i @ $500 Million Atomic Plant Is Going Up. 

5 of 6 TV ‘Emm 5" account executive at KGON,| succeeds Jean O’Hara, who has re- @ Bank deposits up 76% in 1951. 
¥: Oregon City. | signed. @ More than 20,000 new jobs in year. 

HoLtywoop, Feb. 26—NBC ; 
shows and personalities walked off Art Studios Merge Appoints Holland Manager ~ The ucah SunDemoecrat 
with five of the six Emmys| Frank Gurrier Studios, New ‘ har ar ne no ——— =. Pad 
awarded last week by the Acad-| York, and Contempo Advertising tor 0 anadian Press Picture 
emy of Television pe and Sci- Artists, New York, have merged Service, has been appointed man- 27, 000-Plus \ Paducah, Ky. F Burke, Kuipers 
ences | under the name Contempo Adver- ager of Continental Public Rela- Daily - Sunday | « & Mahoney 

i tising Artists. tions Ltd., Toronto. 


Red Skelton won two of the 
trophies, one as best comedian, the 
other for having the best comedy | 
show. “Your Show of Shows” was 
named the best variety program, 
and Sid Caesar and Imogene Coca 
j were named best actor and actress, | 
respectively. 

“Studio One,” a CBS show, was | 
named the best dramatic show. | 
The winners were chosen by ballot 
of the academy’s membership af- 


ter nominations were made by vote il / 
of the nation’s television colum- 
nists. Three special presentations 


were made by a special awards 
committee of the ATAS. 


Sen. Estes Kefauver (D., Tenn.) a il 
was named for his contribution to 
television through the telecasts of e 


the Senate crime committee hear- 
ings. The American Telephone & 
| Telegraph Co. was cited for com- 
| pletion of the coast-to-coast hook- eee Says the Engraver 
| up for television broadcasts. 

Jack Burrell, engineer for 
KNBH, NBC-owned Hollywood 
station, was cited for his develop- | 


ment of a mobile camera that can | “This printer is cooperative. He insists on 
| operate as far as a quarter mile 
} from a remote truck without use P 
of cables or wires of any kind. The proving the plates on the paper to be used 


camera was first used in telecast- . ae : 
ing the most recent Rose Bow] for the job. In this instance the paper is Hudson 
game. | 


Gloss—so | recommend 120 line screen.” 


Y&R Names Saunders, Ford 


Richard Saunders and Thomas 
Ford have been appointed pro-| 
ducer-directors in the television e 
commercial department of Young CONSULT THESE SPECIALISTS: 
& Rubicam, New York. Formerly, | 
Mr. Saunders was director in Co-| 
umbia Broadcasting System's tele- | 
vision department and Mr. Ford 
was associate director for Ameri- 
can Broadcasting Co’s television 


department. | 
I> 
Monsanto Promotes Two i 3 
Monsanto Chemical Co., St. | i Dh sg BP 
Louis, has promoted Claiborne L. | ; fey - 


Barber of the organic chemicals | 
division, Houston sales office, to) 
agricultural sales supervisor of the | ne ~ 
division in St. Louis. Donald E. | oe sa 
Marriner, who joined the company | Tani = 
in 1947, has been advanced to suc- = .~ 
ceed Mr. Barber. | ; 


a gh Nn mle TP" yH// |i The Printer who has learned from past The Engraver recommends the half- The Ink Man who recommends and 
pe A ‘ pressroom performance Hudson Gloss tone screen for reproduction and submit pounds the most practical inks for 
: brings out the true quality of the job. proofs on the paper selected for the job. the job. 


HUDSON GLOSS... 
the specialists’ choice Teamwork 


Letterpress printers select Hudson Gloss for recipe booklets, Pays Off | 
. : P hae * 


broadsides, travel folders and inserts for economical printing 
of color work .. . it makes their work look better. On your next letter- 
press job ask your printer about International’s Hudson Gloss. 

International Paper Company, 220 East 42nd Street, New York 17 


Faker” i Posie Sve. Saket 


Interna tonal | ner. “ate 


GROUNDWOOD DivisIton 


“INDUSTRIAL MAINTENANCE “ 
GETS RESULTS! 


is. a, ee. ee Rae is ae 
| ee 
ete: a 2 
; 25 a 
ou . 
oe : 
. eit ed 
ede - : } 
ae , | 
=3 ; | | 
: } 2 ok 
See 3 | 
| : or 
2 “tet, 
at \ %. if 
: ps y q fe a a ‘ : | 
ig 4 2 ee 
} * ee Pee a aa 
a > & ne ae 
ie | “ em eke 
o. EF ce oom 
= | x ec a _ 
a ¥ + ae is 
i ‘ a ae ae 
an yy! i ae on oar eas? 
ey | ) é , : Seer r og 
a if . =. “a! i 3 os 
aA) . a 4 : : 
1 . *.\ 
| er le eee |e 7 4 
| a M . | Sala 
es a es _ Bs 
gl air rt | | eee oi 
: ioe| ||) ee tt a . 
ee a). See | rs + , ‘ 
| ¥ s oN a aS 
fe Rew ie ee wer ey 
: ere) im) ~ MCL EFS ie 
A ro ye fl "Qi ce 4 é eo ae » 3 
| , | : i? — i Oe G ts 
oe Care: : 7. » + NZ 74 ' yh § 
cS ie ar + = Lie p- tS ae 
4 - = f —_— Pe 
Pa ! 4 a * 7 “= : : = 
) a _ | > ir or = 
ee ," / “t us ice ; 
| : sy 
a 2 
: ae ‘oak a 
Bf DP. Coe 2 5 es a 
a bes Tad, 4 en a \ 4 : ‘ 
E INS fee. Ga 
RASS QO? esa 
oes 4 ; 
ob yi, a Poneeetp)  O Y | 
ae. |e Kj = 
: ~ tte et § yf ve thae 
: ae Tes | 
* ee * : ive 3% \ | 
. é Pee 
i } : | | : 
: sense eo a4 ih 7, ) I | e if 
ey pons nse! Ti A we 
er et entise i” a 30,000 4 hes | 
| nen vou oe con't beer cil PANY Pe 
ee monte pigo®™ a plont | f | 
E geld. com nyeere for ‘ a F 
a woo wwe seen : 
ae ous to. °* : é 
| | 
eS Pet. ae ea | | Lat 
a: Rope ho eo eae, Pa ee BSE ee pee ese Res ieet 
bagel od Pee te 


“Weucrease tea sales. Those that did 
Monsistently increased sales,” the 
rnett agency said. 


26 


Tea Imports Drop, 
Restaurant Sales 
Are Up: Tea Bureau 


New York, Feb. 27—-Tea im- 
ports into the U. S. dropped from 
114,000,000 Ibs. in 1950 to 84,000,- 
000 lbs. last year. But the move- 
ment of tea into retail channels | 
hit a peak in '51 of 98,266,000 Ibs 
This was 2.3% more than the 1950 
level of 95,967,000 Ibs. 

These figures were contained in 
the Tea Bureau’s latest tea stock 
survey, released last week. 

The sharp drop in imports came | 
because the tea trade took most | 
of its tea last year from big whole- | 
sale stocks. These stocks were built 
up when tea importers feared | 
the Korean conflict would spread 
over a wider area, Anthony Hyde, | 
president of the Tea Bureau, said. | 

Increased institutional sales} 
were a big factor in the large | 
amount of tea moved into retail | 
channels, Mr. Hyde said. 


® Restaurant sales were up sharp- 
ly in '51, according to Leo Bur- 
nett Co., the bureau's agency. The 
merchandising department of the 
Tea Council and the tea packers 
themselves worked to boost res- 
‘ taurant sales of tea. Owners were 
urged to adopt the council's brew- 
ing method if they wanted to in- 


The 2.3% increase in retail tea 
Movement “is somewhat larger 
tan the increase in population,” 

. Hyde pointed out. 

*The population of the U. S. 

oye Hawaii and Alaska, 
ich are supplied from U. S. im- 

parts) was 151,800,000 at the mid- 
nt of 1950 and 153,800,000 at 
midpoint of 1951. 
This indicates a small increase | 
[per capita] consumption, as- 
ning only minor changes in re- 

ba stocks, from .63 Ibs. to .64 Ibs 


year,” he aaid. 
z 
Abc Appoints Three 


merican Broadcasting Co. has | 
1oted Vincent Francis from 
eRvision sales manager to man- 
ager of KGO-TV, San Francisco 
ABC-owned television station. C. 
L.4 Mac) McCarthy, formerly with 
KGW, San Francisco, has been ap- 
ted manager of KGO. David 
Sa@ks, local sales representative 
fo® KGO-TV, has been promoted to 
Manager of ABC-TV spot sales. 
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how Te sell 


Use retailers of ideas, as 
you do product retailers. Sell 

the people who write, edit, speak, 
teach, preach, manage and govern 
These dealers in ideas have a 

trade paper... Harper's . . . which 
they read for facts and opinions 
they retail to millions. j 


Ask for the facts 


Harpers... 


|Ohio Electric Campaigns 

| Ohio Electric Mfg. Co., Cleve- 
| land, will use two business maga- 
zines and 16 trade publications for 
|}a campaign beginning March 1. 
Magnets, nail-making machines, 
electric hoists and fractional horse- 
power motors will be featured. 
Palm & Patterson, Cleveland, is 
the agency. 


Welsh-Hollander Moves 
Welsh-Hollander, Los Angeles 


varado St. 


‘House of Westmore 
Starts Spring Drive 


New York, Feb. 26—The House 
| of Westmore Inc. has doubled last 


| dising appropriation for its cos- 
metics. 

Beginning with the March 10 
Life, Westmore will use four- 
| color pages in that magazine and 


| agency, has moved to 350 S. Al-| in a number of movie magazines. 


| Spot radio and TV will be used in 


| Spring’s advertising and merchan-| picture actresses in a series of en-' 
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| major city markets. Business pub- | Appoints Bauer Advertising 

| lications are also scheduled. Harry | Ruet Refrigeration Engineering 

|B. Cohen Advertising Co. handles | Co., Brooklyn, manufacturer of the 

the account. | Neptune lobster tank and Neptune 
The campaign will feature Tru-| salts, has appointed Bauer Adver- 

Glo liquid makeup, using motion/| tising, New York, to handle its 

account. Business publications and 


dorsements. Tru-Glo will be mer- direct mail will be used. 


chandised with a tie-in featuring 


Westmore Hollywood lipstick. Frank Dougherty has been ap- 

Counter and window display | pointed West Coast manager of 
material, and direct mail will be} Harrington, Righter & Parsons, 
used to follow up a sales meeting | San Francisco, television station 
held here recently. | representative. 


Dougherty Joins Harrington 
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ANSWERS 
1001 
QUESTIONS 
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RCA Victor Finds 
Sales Clinics Are 


‘Very Successful’ 


CAMDEN, N. J., Feb. 26—RCA 
Victor reports it has found the key 
to greater sales in a series of re- 
gional sales training clinics held 
for dealers and salesmen. 

J. M. Williams, advertising man- 
ager of Victor’s home instrument 
department, says the program has 


been so successful that the clinics 
may become a permanent part of 
its promotion. 


s Mr. Williams told ADVERTISING 
AGE: 

“The response has been far be- 
yond what we had hoped for. This 
is the missing link to our over-all 
advertising and promotion pro- 
gram. After all, heavy advertising 
can help bring a customer into the 
store, but the sale can be lost right 
on the dealer’s floor if the sales- 


man does not know his product or 
how to sell it.” 

Mr. Williams said the following 
attendance figures show the great 
response to the conferences: 

New York City, 548; Cleveland, 
571; Los Angeles, 752; Detroit, 400; | 
Charlotte, N. C., 631; Richmond, | 
385; Newark, 707; Minneapolis, 
390, and Philadelphia, 500. 


8 The clinics, Mr. Williams added, 
resulted in better sales perform- 
ances not only on Victor products, 


but on all products sold by Victor 


| dealers. 


A series of three clinics was held 
in each area. They were run by 
RCA Victor distributors, who re- 
ported that the most effective dem- 
onstration is one that features 
film or slides 60% of the time. 
Other lessons learned: use smaller 
meetings to encourage individual 
questions and make presentations 
as concise as possible. 

The format of the clinics was 
varied. In Dallas, the distributor 


A KC QA CAQAAAAAN 


A measure of the depth to which Chilton publications pene- 
trate the fields they serve is the frequency with which Chilton 


is consulted as the authority. 


"Let's ask Chilton" expresses the confidence of our readers 
in the timeliness and authenticity of what they find in Chilton 
publications. Readers, advertisers, and advertising agencies 
constantly tap Chilton's vast storehouse of research informa- 
tion for the right answers to a thousand and one questions 
on production, distribution, marketing, merchandising and 


advertising. 


This recognition of the authority of Chilton publications . . . 
reader confidence that means reader interest . . . provides 
the ideal atmosphere for advertising the products and 
services needed in the fields served by Chilton publications. 


mv) 
CHILTON 
COMPANY 


Cin CORPORATED) 


Oo 


Chestnut and 56th Streets 
Philadelphia 39, Pa. 


100 E. 42nd Street 
New York 17, N. Y. 


HARDWARE AGE @ MOTOR AGE @ COMMERCIAL CAR JOURNAL 

HARDWARE WORLD * DEPARTMENT STORE ECONOMIST . BOCT & SHOE RECORDER 

THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY @ THE JEWELERS’ CIRCULAR-KEYSTONE 
AUTOMOTIVE INDUSTRIES @ THE SPECTATOR @ DISTRIBUTION AGE 


THE IRON AGE @ 


asking us questions! 


got 283 persons to attend breakfast 
conferences. 

Upon completion of all the clin- 
ics, recommendations will be 
pooled and RCA Victor will dis- 
cuss program changes with Amos 
Parrish & Co., merchandising con- 
sultants who helped plan the train- 
ing project. 


Hoffman & York Adds Three 


Hoffman & York, Milwaukee, 
has been appointed to direct ad- 
vertising for A. J. Lindemann & 
Hoverson Co., manufacturer of 
electric ranges (previously han- 
dled by H. M. Gross Co., Chicago) ; 
Louis Allis Co., maker of electric 
motors (formerly handled by Van 
B. Hooper Co., Milwaukee), and 
American Lace Paper Co., all of 
Milwaukee. 


Orbis Products Names Two 


Orbis Products Co., New York, 
has appointed Charles S. Fitzsim- 
mons, with the company since its 
founding 34 years ago, president 
and treasurer. C. T. Palagonia has 
rejoined the company as _ sales 
manager. 


Good program ideas and top talent 
deserve RCA Victor transcription 
quality and service. Your material— 
spot announcements to full-length 
shows—should get the benefit of 
RCA’s technical experience and 
research, 


Your order, LARGE OF SMALL, is 
recorded, processed and pressed in 
the country’s best-equipped studios 
and plants . . . receives world-famous 
RCA Victor engineering. Complete 
transcribed radio production and 
script-writing facilities are available. 
Contactan RCA Victor Custom Record 
office today: 

630 Fifth Avenue 
Dept. G-30, NEW YORK 20 
JUdson 2-5011 
445 North Lake Shore Drive 
Dept. G-30, CHICAGO 11 
WHitehall 4-3215 
1016 North Sycamore Avenue 
Dept. G-30, HOLLYWOOD 38 
Hillside 5171 


Write now for our fact-filled 
Custom Record Brochure! 


custom _ 


RADIO CORPORATION 
OF AMERICA 


RCA VICTOR DIVISION 
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British Subsidiary 
of Ekco Doubled Its 
Earnings Last Year 


Cuicaco, Feb. 29—Platers & 
Stampers Ltd. had an “enormously 
successful” year in ‘51, Arthur 
Keating, president of Ekco Prod- 
ucts Co., said last week. Platers 
& Stampers is Ekco’s British sub- 
sidiary 

Although actual earnings fig- 
ures are not known yet, the ‘51 
figure will “almost double” the 
previous year’s, Mr. Keating said. 
Platers & Stampers now has four 


| and consumer advertising of In-| 
dian motorcycles and bicycles. 
J 


large housewares manufacturing 
plants in England. 
The British company spends 


about $600,000 per year on con- 
sumer and trade advertising, Mr. | 
Keating said. Its competitors have | 
a rough time, he added, because | 
“they [Platers| have the advantage 
of American merchandising meth- | 


ods.” | 
! 


® Ekco's original investment in| 

Jaters & Stampers in 1937 was| 
about $850,000, Mr. Keating said. | 
In 1950 alone the parent company | 
got $350,000 in “fees, services and 
royalties” from Piaters. Last year 
Ekco received about $450,000. 

He predicted that Platers & 
Stampers would double its ‘51 
earnings within the next five years. 

*laters & Stampers products are 

ried by 28 to 30 British stores. 
“0 introduced the “fully-con- 
felled” sales girl to these stores, 
Mr. Keating said. These girls work 
ectly for Platers & Stampers, 
+ as demonstrators and teach- | 


as well as sales girls | 
ana ‘nting om. the success of | 
Ekto’s entry into the British house- | 
es field, Mr. Keating said: “We 
smashed hell out of "em with 
ertising.” 


” co's over-all success can be 
Merced to its diversification, Mr. 
ting believes. Even during the 
ression, the firm made money. 
mn if the lines made by some 
@erits subsidiaries didn’t sell at 
time, invariably other lines 
wa@nld come up strong, he said. 
He estimated that Ekco’s export 
bufiness today is $3,000,000 plus 
8 year. This does not include 
CaPadian operations. In Canada, 
Eko Products Co. Ltd. has a ware- 
ha@@se and a sales agency and its 
sion has been “remarkably 
Successful,” he added. 
Ekco’'s total U. S. sales for 1951 
were $35,221,419 


Indian Sales Names Agency 


Davitt M 
Palmer, Mass., 
to direct advertising for 
Sales Corp Springfield, 


8x10 | 
GENUINE 
GLOSSY 


PHOTOS 
ia Quantities 
SELL BETTER! 


Rooney Associates, | 
has been appointed | 
Tndian | 
Mass. | 


} : : 3 neste “0 
PHOTOMATIC CO. 


53-59. Illinois St., Chicago 11, IMinois i 


~ Phone: WH itehell 4-2930 
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| Plans are being made for trade, Emmett Appointed S. M. | Ocean City Plans Drive | Moves West Coast Office 


Franklyn J. Emmett has been! Ocean City, N. J., is using news-| The West Coast office of Gift- 
| appointed Sales manager of the! papers, magazines and 24-sheet | wares and Home Fashions, pub- 
Sholl & Co. Moves | footwear division of Tyer Rubber| posters this year through Abner) lished by Haire Publishing Co., 

. | Co., Andover, Mass., manufacturer | J. Gelula & Associates, Philadel- | New York, has been moved to the 

Raymond A. Sholl & Co., Phila-| of waterproof, tennis, boys’ and| phia, in the “most powerful pro-| | Merchandise Mart, 712 S. Olive 
delphia agency, has moved to lerg- | men’s casual canvas footwear. | motional campaign in its history | St., Los Angeles. The production 
er offices in the Land Title Bldg., | for seasonal business.” department has been moved to the 
100 S. Broad St. | Megere Names Noyes & Sproul| New York office. 

Nepera Chemical Co., Yonkers, | Wellman Joins ‘Look’ 
Moves San Francisco Office Ny. ‘has appointed’ Noyes & | Edward Wellman, formerly on| Carrier Shoe Appoints Gent 

Doyle & Hawley, national news-| Sproul, New York, to direct ad-|the national advertising sales| William Gent Advertising, To- 
paper representative, has moved| vertising for its Mandelamine ac-| staff of the New York News, has | ronto, has been appointed to di- 
its San Francisco office to 717 | count. The agency already has the! | joined the Philadelphia adver-| rect advertising for J. D. Carrier 
Market St. | Neohetramine account. | tising sales staff of Look. | Shoe Co. 


“Redbook made 
a smashing success of 
its new 3o¢ price” 


—Tide— December 28, 1951 


In the past three years, Redbook has made 2 raajor changes. The first, in 
1949, was to focus its complete editorial attention on the needs and interests 
of Young Adults—men and women between the ages of 18 and 35. The result 
was a succession of circulation gains . . . even all-time highs. 

Our second related to single-issue price. Working on the theory that, when 
a magazine is really important to its readers, they will be willing to pay more 
for its increased service, Redbook increased the cover price from 25¢ to 35¢, 
effective with the August 195] issue. The result is publishing history! Here’s 


what happened ..... 


REDBOOK’S CIRCULATION for the second 6 months of 1951 


exceeded 1,955,0 0 O : 


... despite 40% price increase! 


CIRCULATION FOR JANUARY 1952 ISSUE EXCEEDED 


2,000,000 


As more and more advertisers appreciate the growing importance of Redbook 
* Young Adults . . 


(1951 vs. 1950). Smart marketers are investing 


as the medium to reach “have-to-buy . advertising revenue 
is up—a substantial 13% 
more to direct their advertising to this active group who must have furniture, 
toiletries, foods, fashions, automobiles, TV sets, refrigerators, drugs . . . the 
vital brand-new market whose loyalty to Redbook is being conclusively dem- 
onstrated each succeeding month. 


You can’t afford to treat this tremendous buying group as “incidental.” Their 


active purchasing power demands special attention, special media. And their 


os 


special” magazine is Redbook, the Magazine for Young Adults! 
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Foote Mineral Takes 
Its Stockholders on 
TV Tour of Plants. 


Exton, Pa., Feb. 26—Foote Min- 
eral Co. took its stockholders on a 
TV-tour of company operations 
last Thursday. The company proc- 
esses rare mineral ores and chemi- 
cals, 

a By means of TV, more than 200 

: Foote stockholders “toured” the 


company’s main plant while at- 
tending the annual stockholders 
meeting. TV films also showed 
them key operations at Foote’s 
new Kings Mountain, N. C., op- 
erations. All this was accomplished 
without leaving the plant cafe- 
teria. 

Here’s how it was done. RCA 
Service Co. installed and oper- 
ated four image orthicon field 
cameras in strategic spots on the 
8l-acre property. A dozen 17” 
RCA Victor receivers were set up 


|in the cafeteria. A monitor sta- 
tion and central control were in- 
stalled in a nearby building. Act- 
ing as “tour director,” L. G. Bliss, 
v.p. in charge of sales, explained 
the operations from the monitor 
station. 


McCreery Inc. Adds Susan’s 

Walter McCreery Inc., Beverly 
Hills agency, has been appointed 
to handle advertising of Susan’s, 
Los Angeles baby portrait studio. 
Spot radio is planned. 


Leal 
yer 


Edelweiss Promotes Two 


Schoenhofen Edelweiss Co., Chi- 
cago brewer, has promoted August 
C. Gomer to city sales manager and 
Alfred W. Benson to country sales 
manager. 


Schmidt Elected President 

Carl R. Schmidt has _ been 
elected president of Schmidt Litho- 
graph Co., San Francisco. He suc- 
ceeds Richard Schmidt, who has 
been elected to the newly created 
position of chairman of the board. 


—— Ve ~ 
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oung Adults 


THE VITAL MARKET 
*Redbook's advertising guarantee —1,950,000 


Copyright 1952, 
Redbook Magazine 
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Cranston Williams 


of ANPA Protests 
TV Liquor Ad Ban 


New York, Feb, 26—A newspa- 
| per industry leader has protested 
against a bill that would ban ra- 
dio and TV advertising for alco- 
holic beverages. 

The protest was made by Cran- 
ston Williams, general manager of 
the American Newspaper Publish- 
ers Assn., in a letter to Sen, Edwin 
Johnson (D., Colo.). Sen. John- 
son is chairman of the Senate com- 
mittee on interstate and foreign 
commerce. 

Mr. Williams said the ANPA 
opposes “any action by Congress 
to prohibit or drastically restrict 
advertising of liquor in any way.” 
He declared that no law should 
be passed which would hamper 
advertising of any product or serv- 
ice which it is legal to sell. 

“The people have the right to 
know about the availability of 
products and services which they 
can buy,” he said. He termed bill 
S. 2444 an “opening wedge” which 
would permit “more drastic curbs 
and regulation of all advertising 
media at a later date.” 


Reinhardt Adds Two Accounis 


Emil Reinhardt Advertising, 
Oakland, Cal., has been appointed 
to handle advertising for Spr 
els-Russell Dairy Co., San F 
cisco. The agency also has t 
named to direct a national tri 
publication campaign for Un 
Engine & Machine Co., San 
andro, Cal. 


Detroit Agency Elects Two 


Holden, Clifford, Flint Inc., 
troit agency, has elected J 
Chapin v.p. and Robert LaRue 
| retary. Both have been acc 
| executives for four years and 
| came directors in 1950. 


Agency Moves, Appoints T 


H. E. Westmoreland Inc., Dul 
agency, has moved to new 


| elected v.p. William Davis has 
| appointed manager of the m 
|}and production departments. 


| Holds Exhibit on Alphabet 

| R.R. Donnelley & Sons, Chic 
is holding an exhibit on “the 
man letter” in its Lakeside P: 
Galleries. The exhibit shows 
development of the modern alpi 
bet. 


Appointed by Majestic 


Joseph G. DeVico has been appoint- 
ed director of advertising and sales 
promotion of Majestic Radio and Tele- 


vision, Division of The Wilcox-Gay 
Corporation, New York. Getting ahead 
in business like Mr. DeVico are thou- 
sands of regular Wall Street Journal 
readers throughout the nation, execu- 
tives and their aides who make or 
influence decisions on planning, pro- 
duction, selling and buying. 
(ADVERTISEMENT) 
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Forms Delaware Subsidiary 
Haywood Publishing Co. of 
Delaware has been formed as a 
: subsidiary of Haywood publishing 
: companies of Indiana and of Il- 
: lincis to take over the operations 
of Electrical Publications Inc. The! ern sales. They 
latter publishes Electrical Dealer 
and Electric Light. The old sub- 


of the new subsidiary are Marshall 


Charles W. Leihy, Chicago, execu- 


were formerly of- 


Publications Inc 


Drug & Cosmetic 


INDUSTRY 


Covers an industry that is 


making its own. brilliant 


future through research 


Also Publishers of Beauty Fashion 


PY aaa» 


sidiary will be dissolved, Officers! Core Co. Opens Detroit Oftice | 


Guy C. Core Co., Jackson, Mich., 


Haywood Jr., Chicago, president; | agency, has opened an office at| 


| 18063 James Couzens Hwy., De- 


tive v.p., and James H. Thomson, | troit. Claude E. Sadler has’ been | 
Cleveland, v.p. in charge of east-| appointed manager. He will con-| 


} tinue as president of Flair Inc., 


ficers and directors of Electrical! Jackson, Mich.. agency specializ-| 


|} ing in technical level advertising 
| and public relations. 


Monogram to Schnitzer Inc. 
Monogram of California, San | 
Francisco, stationery and book} 
| match novelty producer, has ap-| 
pointed Bernard B. Schnitzer Inc., | 
| San Francisco, to direct its adver- 


| tising. | 


Johnston Buys KW]] | 


Sale of KWJJ, Portland, Ore., | 
has been approved by the Federal | 
Communications Commission. Rod- 
ney F. Johnston, Portland radio 
engineer, bought the station from | 
Wilbur J. Jerman for $200,000. | 


‘Two Join KROW, Oakland 


Chuck Johnson, formerly with | 
KVSM, San Mateo, Cal., and Dick | 
Nasor have joined the sales staff| 
of KROW, Oakland, Cal. 


| 
| 
| 
| 
| 


BEST MAGAZINE COLOR—Henry T. Ewald, president of Campbell-Ewald Co., re- 
ceives a first place award from Nick Cinoff, director of the Art Directors Club of 
Detroit, for the best magazine painting in color submitted in the club’s fifth annual 
art competition. The award-winning painting was done by Peter Helck, artist in the 


agency's New York office, 


Dowd Inc. Appoints Two 
John C. Dowd Inc., Boston, has 
appointed Miles Tod Williams an 
account executive and Glen Live- 
zey an associate account executive. 


- From start to finish... P/A sells.all the way! 


Selection of building products begins when men 

in architectural organizations first create the mental 
image of the project. Instantly, this mental picture 
selects or rejects building products by types. 

Your type and brand of products must be sold before 
architectural creation begins...and selling should 
continue until final specifications are written. 
Progressive Architecture sells your products 

all the way...to the world’s largest architectural 
audience. To put your products in tomorrow’s 
buildings, put your product story before architeam 
members today...in P/A. 


PROGRESSIVE ARCHITECTURE 


Pan American Life Insurance Building, New Orleans. 
Skidmore, Owings & Merrill, Architects-Engineers ; 
Claude E. Hooton, Associate Architects 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
CHICAGO « CLEVELAND « SAN FRANCISCO « LOS ANGELES 


Y P/A, READ BY ALL MEMBERS OF THE ARCHITEAM, SELLS ALL THE WAY TO THE LARGEST ARCHITECTURAL AUDIENCE IN THE WORLD | 
| ertown districts of New York state. 


for the Chevrolet account. 


Campbell-Ewald 
Wins Four ‘Firsts’ 
in Art Competition 


Detroit, Feb. 26—Campbell- 
Ewald Co. won four first awards in 
this year’s annual competition 
sponsored by the Art Directors 
Club of Detroit. 

J. Walter Thompson Co. took 
three awards, and Kenyon & Eck- 
hardt and Ross Roy Inc. each won 
two. 


Commenting on the awards, 
Henry T. Ewald, president of 
Campbell-Ewald, called artists 


the “unsung heroes” of the adver- 
tising business. The creative work 
of the artist, he said, seldom is 
appreciated outside the agency. 

Because of the mechanics of the 
ad business, the artwork of ads is 
“usually only as good as the artistic 
eye of the client’s advertising 
manager,” he added. 

The categories in which Camp- 
bell-Ewald won first place, and 
the artist and advertiser for each, 
were: 

Magazine, painting. color—Peter Helck; 
Chevrolet 


Drawing, b&w—Robert Boston; Jam 
Handy Organization 
Direct mail, b&w photography—Bob 


Smallman; Chevrolet 
Photography, b&w—Cle Clark; Chevro- 
let. 


® Other award categories, followed 
by the name of the winning artist, 
the client and the agency, were: 

Magazine, color photography—Al! Grann; 
Dow Chemical Co.; MacManus, John & 
Adams. 

Magazine, b&w photography—Flo John- 
son; Chrysler Export; Ross Roy Inc 

Trade, color painting—Andre Duren- 
ceau; Bundy Tubing Co.; Brooke, Smith, 
French & Dorrance 

Trade, b&w photogaphy—Cle Clark, La 
Driere Studios; Packard Motor Car Co.; 
Young & Rubicam 

Newspaper, b&w photography—New 
Center Studios; Lincoln-Mercury division, 
Ford Motor Co.; Kenyon & Eckhardt. 

Newspapers, b&w drawing—John Osler, 


Tom Melaney; Dodge truck division, 
Chrysler Corp.; Ross Roy Inc 
Poster, 24-sheet—Bill Allured; Ford 


Motor Co.; J. Walter Thompson Co. 
Poster, point of sale—John Averill; Ford 
Motor Co.; J. Walter Thompson Co. 
Direct mail, color drawing—Robert Bos- 
Lincoln-Mercury division, Ford Mo- 
tor Co.; Ford Publications. 


ton; 


| 


| 


| York metropolitan 


Direct mail, covers—Charles Culver; 
Ford Motor Co.; Ford Publications 

Direct mail, b&w drawing—Ed Paulson, 
Art Spaniola, Russell Robinson; Ford 
Dealers of America; J. Walter Thompson 
Co. 

Direct mail, cover photography—Marge 
Johnson, Lincoln-Mercury division, Ford 
Motor Co.; Kenyon & Eckhardt. 


Force Inc. Gets Account 

Outdoor Fireplace & Equipment 
Corp., Kenilworth, N. J., has ap- 
pointed Force Inc., Paterson, N. J., 
to promote its new Monett out- 
door fireplace. Seasonal advertis- 
ing will be confined to the New 
area, using 
Sunday supplements, daily news- 
papers and television. 


Buys Outdoor Ad Facilities 
Whitmier & Ferris, Buffalo out- 
door advertising company, has 
bought the outdoor advertising fa- 
cilities of Joseph A. Wallace Ad- 
vertising in the Oswego and Wat- 
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Advertising Age, March 3, 1952 


Coming 
Conventions 


March 17-20. National Premium Buyers 
Exposition (19th annual), Conrad Hilton 
Hotel, Chicago. 

March 19-21. Assn. of National Adver- 
users, spring meeting, The Homestead, 
Hot Springs, Va. 

March 21-22. Third annual Advertising 
Institute, Emory University and the At- 
lanta Advertising Club, in Atlanta 

March 24-27. Canadian Assn. of Broad- 


casters, annual meeting, Royal York 
Hotel, Toronto. 
March 26-28. American Assn. of In- 


dustrial Editors, first national conven- 
tion, Netherland Plaza Hotel, Cincinnati. 
March 30-April 2. National Assn. of 
Radio & Television Broadcasters, annual 
convention, Conrad Hilton Hotel, Chicago 
d April 1-3. Point of Purchase Advertising 
Institute, annual symposium, Waldorf- 


Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal. 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 


Honer Joins Heublein & Bros. 


Robert W. Honer, formerly as- 
sistant advertising manager of 
Landers, Frary & Clark, New Brit- 
ain, Conn., has been appointed as- 
sistant advertising manager of 
G. F. Heublein & Bros., Hartford. 


Davis Elected President 


John M. K. Davis has been elec- 
ted president of Connecticut Print- 
ers Inc., Hartford, and of its Case, 
Lockwood Brainard division. He 
succeeds Newton C. Brainard, who 
has been elected board chairman. 


Furber Named Asst. Art Head 


Frances M. Furber, formerly in 
the advertising department of Bon- 
wit Teller & Co., Philadelphia, has 
been appointed assistant to the art 
director of Benham Advertising, 
| Philadelphia. 
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Get Your ART & PHOTO BUYERS’ GUIDE... 


The March issue of ART DIRECTOR & STUDIO NEWS hos the firs? national art 
and photo buyers’ directory ever published. Over 70 different services listed— 
retouchers, letterers, designers, cartoonists, art and photo studios and reps, 
color prints, etc. 

$1.00 for Guide issue. Only $2.00 for year's subscription (12 issues) to 
ART DIRECTOR & STUDIO NEWS to start with March Guide issue. 


ART DIRECTOR & STUDIO NEWS 
Dept. AA2, 43 East 49th St., New York 17, N. Y. 


Astoria Hotel, New York 

April 1-4. American Management Assn., 
{ 2lst annual packaging conference and 
| exposition, Auditorium, Atlantic City, 


April 3-5. American Assn. of Adver- 
tising Agencies, spring meeting, The 
Greenbriar, White Sulphur Springs, W 
Va. 

April 8. Associated Business Publica- 
tions, awards presentation, 1952 contest, 
Hotel Statler, Boston. 

April 20-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York 

April 25-27. Advertising Federation of 
America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fla. 

May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 11-14. National Newspaper Pro- 
motion Assn., annual convention, Brown 
Hotel, Louisville, Ky. 

May 19-20. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 21-23. International Council of 
Industrial Editors, 11th annual conven- 
tion, Minneapolis. 

May 25-28. National Business Publica- 
i tions, spring meeting, Skytop Lodge, Sky- | 

top, Pa. | 

May 27-29. National Sales Executives | 

Inc., 17th annual convention, Hotel Fair- | 
mont, San Francisco. 

June 8-11. Advertising Federation of | 

America, 48th annual convention and ex- | 

. hibit, Waldorf-Astoria Hotel, New York. 

d June 9-10. National Assn. of Magazine | 

Publishers, 33rd annual meeting, Pocono | 

Manor, Pocono, Pa. 

June 16-17. American Marketing Assn | 
conference, Netherland Plaza Hotel, Cin-| 
cinnati. } 

June 22-26. Advertising Assn. of the) 
West, annual convention, Olympic Hotel, 
Seattle. 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago. 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn | 
Harris Hotel, Harrisburg | 

Oct, 4-7. Mail Advertising Service Assn 
International, annual convention, Shore- | 
ham Hotel, Washington, D. C. | 

Oct. 5-9. Advertising Specialty Na-/| 
tional Assn., annual convention and spe- | 
cialty fair, Palmer House, Chicago. | 


| 
| 
| 
| 
| 


82” in PopULATION 


among Sales Managements’ 
! ; 162 Metropolitan County Areas 


i 4 * 

f I; your newspaper campaign 
j includes the first 100 mar- 
kets according to population 
—then over 234,000 Quad- 
Citians are among your tar- 
gets. On the Illinois side live 
57% of Quad-City popula- 
tion. And you cover Illinois’ 
Rock Island, Moline and 
East Moline (3 of the 4) 


when you use 


Whatever the 
printing process- 


it needs 


was born—so runs the story. 


The process has come a long way in the century and a 
half since Senefelder’s discovery. Magnificent results 
are now obtained in the graphic arts through lithog- 
raphy and its allied forms of offset, planograph and 
gravure. Yet no matter how the impression on paper is 
made, type must still be set, and here the Advertising 
Typographers Association of America, Inc., enters the 


picture. 


Advertising Typographers Association 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY «+ 


ATA typographers are not only specialists in typog- 
raphy—they are experts in pulling sharp, clean proofs 
on paper, acetate, bronze glassine or other specified 
materials. For best results from your offset or other 
printing plates, a host of satisfied advertisers recom- 
mend ATA typography and ATA proofs. 

ATA members offer their customers these significant 
services— greatest choice of type faces, highest quality, 
intelligent service, expert craftsmanship, complete facil- 
ities, sound business dealing, uniform practices, type for 
all advertising demands, and finally—of signal impor- 
tance to the customer—lowest practical costs. And not 
one of these is ever neglected in doing your job. 

No matter what printing medium you intend to use 
on your next job, consult the company that provides 
such services as a matter of course. There’s an ATA 
member near you. Call him on the phone at once. 


ATA typography 


In 1796, a Bavarian housewife asked her 25-year-old son 
to write out a laundry list. Alois Senefelder, an unsuc- 
cessful actor and dramatist, was experimenting as a 
printer and engraver at home. Not having paper handy, 
he wrote the list upon a smooth stone. Thus lithography 


AKRON, O. 
The Akron Typesetting Co. 
ATLANTA, GA. 

Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 

BOSTON, MASS. 
The Berkeley Press 

H. G. McMennamin 

BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic 
Service 
CHICAGO, ILL. 

. M. Bundscho, Inc. 

¢ Faithorn: Corp. 

Hayes-Lochner, Inc. $ 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 
The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jagegars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 
The A. B. Hirschfeld Press 
DETROIT, MICH. 
The Thomas P. Henry Co. 

Fred C. Morneau Co, 
George Willens & Co. 
INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 
Claire J. Mahoney 
LOUISVILLE, KY. 
The J. W. Ford Company 
MILWAUKEE, WIS. 
Arrow Press 
George F. Wamser, Typographer 
MINNEAPOLIS, MINN. 
Duragraph, Inc. 
NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 


Imperial Ad Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 
Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidr, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
T +. Designers, Inc. 
The ypographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 
NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 

John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 


- I Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. i$ 
of America, Inc. _| sx suscsco.ca. $ 
SEATTLE, WASH. eis 
The Deers Press pee : 


JERRY SINGLETON, Executive Secretary 


Frank McCaffrey’s Acme Press of Seattle 
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= Guaranteed by 
Good Housekeeping 


How Retailers Used Newspaper Advertising During 1951 to Support 
Magazine Advertising in These Big Consumer Publications 


GOOD HOUSEKEEPING ....- + + + © * * * 8 42,646,994 
Me. ws sci eavn dt 8 wR ES 8. SEO A 20,401,288 
pT et || a a a a a 2,361,651 


BETTER HOMES & GARDENS . - - + + = + + + * 1,345,915 


ci LADIES’ HOME JOURNAL. . . - © © © © * * * * 1,236,963 
‘s WOMAN'S HOME COMPANION . . . - = - + > + ~~ 287,284 
re, Compiled by the Advertising Checking Bureau, Inc. by checking every daily and 


: Sunday newspaper in the country—1,748 of them in 1 ,393 principal shopping areas. 
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Good Housekeeping's 

tie-in linage 
of 42,646,994 lines... 
i topped all 
other magazines! 


a” s 
inal a 


During 1951, retailers bought 42,646,994 lines of newspaper 
space to sell products advertised in GOOD HOUSEKEEPING 
...an average of 57.7 lines of retail tie-in advertising for every 
line inserted in GOOD HOUSEKEEPING. 

Retailers put more promotion behind merchandise adver- 
tised in GOOD HOUSEKEEPING because it pays off in sales. 
If you aren't getting this multiple retail linage from your 
national magazine advertising, let us tell you more about 


GOOD HOUSEKEEPING. 


This report shows the number of lines of newspaper advertising 
placed by retailers tying in with products as advertised in certain 
magazines. No national advertising is included; only advertising 
appearing over a dealer's name is counted. 

This is strictly a record of the Dealer's Choice, proving how your 


customers support magazine advertising. Retailers evidence this sup- 


proof again 


port by mentioning as a sales feature in their own advertising the 
words, “As advertised in 


media symbol. 


.” or by using a magazine's 


When a dealer ties in with a magazine or with the magazine's 
symbol, you can be sure he chooses the one which he knows will best 
help him sell. 


GOOD HOUSEKEEPING cc cons 


Bole, 


THE HOMEMAKERS’ BUREAU OF STANDARDS 
57th Street at 8th Avenue, New York 19, N. Y. 


9,971,000 
readership 
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Canned Juices Running Behind... 


Concentrates Battle 
Fresh Citrus Fruits 


Frozen Concentrates’ 
Immense Gains Give 
Growers New Problems 


By JOHN CRICHTON 
New York, Feb. 27—There’s a 
big battle shaping up in the citrus 
industry 
Basically, 
centrate vs. 


battle of con- 
fruit, with the 


it’s a 
fresh 


canned products fighting a side 
battle against both. 

It’s a testimonial! to how far the 
frozen concentrators have pene- 
trated the business. Since most of 
them got under way only six years 
ago, it’s almost astonishing to real- 
ize that there are now more than 
100 brands in the field, and among 
them they will split a $150,000,000 
jackpot. 


2nd largest 
n in retail 


, Further, they’ve really nipped 
into the giant citrus pack. In Sept- 
ember of last year, 1,929,000 boxes 
of fruit went into frozen concen- 
trate, compared with 1,656,000 
boxes into fresh fruit. (Canned 
juice got another 1,361,000 boxes.) 


@In December, beginning the 
height of the selling season, fresh 
regained its lead, accounting for 
3,127,000 boxes compared to 2,- 
051,000 boxes for frozen, and 
1,003,000 boxes for canned. But 
the indication is clear—the frozen 
concentrate is making immense in- 
roads into the citrus industry. 

Nor is there any indication that 
this situation will change. In 1951, 
the total pack of concentrates was 
about 35,000,000 gallons; in Febru- | 
ary, 1952, the pack was moving at 
a rate of 45,000,000 gallons. 


@ The citrus industry is one of 
America’s advertising success 
stories. While the population of 
the U. S. was moving up 16% be- 
tween 1932 and 1952, the con- 


sumption of oranges increased 


108%. It resulted in some fantastic 
figures: every year for the last 
20 years, more than 500,000 new 
orange trees were planted in Flo- 
rida. The Florida groves alone 
turn out about 6,300,000,000 Ibs. 
of oranges, or 1.1 billion dozens. 
And advertising pressure-—as 
Ambrose E. Stevens, advertising 
manager of Minute Maid Corp., 
said last week—has not only sold 
the crop and its juice, but re- 
versed a trend. While oranges were 
climbing 108%, apricots were de- 
creasing 16%, peaches were in- 
creasing 15%, pears were increas- 
ing 19%, strawberries were de- 
creasing 10%, cantaloupe increas- 
ing 8%, and bananas decreasing 


17%. 


@ The grower-cooperatives can 
take most of the credit. But in 
1946, when the concentrators ap- 
peared in the business, fresh fruit 
accounted for 66% of the sales, 
canned for 34%. 

The concentrators hammered at 
simple themes: the orange juice 
didn’t have to be squeezed, it 


4 


on Home Activities 


Gardening is typical... of Household’s 
2,000,000 reader families, 93% have a gar- 
den! They're heavy on a// home activities 


... cooking, building, decorating, child care. 


One reason is that 76% of these families 
own their homes. Another, they live in small 
communities where home means so much 


more. 
; Here is where Household is heavy . . . here, 
where other magazines are light... the non- 
i metropolitan cities and towns 25,000 and 
n under. Household is the only magazine of its 


size concentrating 81% in these high-spend- 


ing communities! 


let HOUSEHOLD 


balance your budget ! 
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Household Magazine, Topeka, Kansas 


issue... 

readers are HEAVY on home spend- 

ing, its circulation HEAVY in the 
home towns of America. 


Household itself is HEAVY 


home ideas... every 
. cover to cover. Its 


meee ee ee 
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WEST COAST’S—This current Sunkist 
magazine ad for western oranges men- 
tions fresh whole oranges only. 


tastes as good as home-squeezed 
juice, it has as many vitamins, and 
it’s more economical when fresh 
oranges cost 25¢ a dozen or more. 

Strangely, 1946 was a tough 
year in the orange business. Due 
to overproduction of canned orange 
juice, canneries, chains and whole- 
salers were caught in a debacle, 
and millions of dollars were lost 
in inventory devaluation—as 
prices had to be slashed at retail. 

So in 1946 and 1947, the growers 
were faced with bankruptcy. But 
the emergence of the concentrator 
changed all that. To hear one ad 
manager tell it, growers were 
rapidly able to trade in their 
Cadillacs as soon as the ashtrays 
were full. 


s But dominance of the concen- 
trate poses a peculiar problem for 
the grower. He has been accus- 
tomed to the hazards of the market 
and the commodity buyer; he isn’t 
too sure about the concentrators. 

The exchanges were slow on the 
uptake; in fact, they didn’t move 
into the field at all. Sunkist, as 
reported later, stepped in hard 
last year; the deal between Snow 
Crop (which is owned by Clinton 
Industries) and the Florida Ci- 
trus Commission eventually fell 
through. 

One more general factor stands 
out: citrus was always a volatile 
business—a freeze might mean 
high prices for the growers able 
to save their crops, or a bumper 
crop might glut the market, and 
depress prices. There seems to be 
no indication that this has changed 
with the arrival of the concen- 
trates. 

Although Minute Maid has a 
grower deal which guarantees the 


price per pound of solids, and 
promises profit-sharing to the 
grower, the impression persists 


that the concentrate business is it- 
self a highly volatile field. One in- 
dustry observer after another im- 
pressed the fact on AA reporters. 
And the roller-coaster price line 
speaks for itself. 


s The end result of the competi- 
tion betwen fresh and frozen citrus 
is a lot more advertising, and the 
pressure is on. 

One of the two principal factors 
in the fresh citrus picture is the 
Florida Citrus Commission, now in 
its second year of billing through 
J. Walter Thompson Co. Although 
the Florida citrus crop is estimated 
to increase 10% in the 1951-52 
season, the best guess is that the 
commission will spend about 30% 
more for advertising, or about $2,- 
500,000 between July and July. 

Its schedule is concentrated in 
print: full-color pages every four 
weeks in Life and The Saturday 
Evening Post; a six-time schedale 
in Ladies’ Home Journal; half- 
pages in The American Weekly 
and This Week Magazine; plus a 
newspaper schedule calling for 
copy ranging from 150 to 1,000 
lines in 241 newspapers in 138 
cities east of the Mississippi. In 
Canada it buys newspapers in ma- 


jor cities, plus Nancy Sasser in 
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FLORIDA’S—The Florida Citrus Commis- 

sion in magazine ads like this promotes 

canned, concentrated and fresh Florida 
oranges. 


Reader’s Digest. It’s using TV par- 
ticipations in ten U. S. cities, and 
spot radio in 20 cities. And it re- 
cently acquired a _ five-minute, 
across-the-board strip on “Today” 
(NBC-TV). 


@ Present strategy is aimed at in- 
creasing the consumption of orange 
juice (a bigger glass) and at in- 
creasing preference for Florida 
orange juice. This is somewhat 
hampered by the fact that while 
some canners and concentrators 
identify their oranges as coming 
from Florida, many do not. The 
commission’s pitch on grapefruit 
and tangerines ds to get housewives 
to serve them in more ways— 
salads, desserts, etc. 

The other big factor in the fresh 
citrus business is Sunkist Growers, 
the new name for the old Califor- 
nia Fruit Growers Exchange (AA, 
Feb. 18). Sunkist was limited to 
fresh fruit until last year, when 
it moved into the canned and con- 
centrated business. It won itself 
a place in the frozen market by 
aggressive merchandising and by 
slashing prices. An early comer to 
cooperative promotion, Sunkist has 
so far spent $61,000,000 over the 
years to build its brand; it marks 
its oranges and other citrus (as 
Florida does not), and it has a 
virtual monopoly of the lemon 
crop, nearly all of which comes 
from California and Arizona. 

However, Florida dominates the 
citrus picture, some observers es- 
timating that two-thirds of the 
total citrus crop is Florida-grown. 


8 The frozen concentrate business, 
still rushing ahead as fast as sup- 
plies and box space in the stores 
will let it, shapes up like this: 

Minute Maid Corp. (through 
Ted Bates & Co.) is buying TV 
heavily, a testimonial to metro- 
politan areas’ acceptance of the 
frozen product. The corporation 
buys 15 minutes weekly on two 
daytime shows, Kate Smith (NBC- 
TV) and Gayelord Hauser (ABC-)| 
TV), and spots in six cities. Mag-| 
azine copy, mostly 


two-thirds | 
pages, is running in Better Living, | 
Everywoman’s, Family Circle, | 
Good Housekeeping and Woman’s | 
Day. Also on the list: baby books | 
and diaper service magazines. Min- | 
ute Maid is marketing orange} 
juice, lemonade, an orange-grape-| 
fruit blend, grapefruit and tan-| 
gerine juice. | 

Snow Crop Marketers (Maxon | 
Inc.) switched over to an Guicher-| 
to-October fiscal year—similar to} 
Minute Maid’s—and the budget is| 
hard to compare, but is believed to} 
be up substantially. It, too, is a) 
sizable TV spender—it has a third | 
of “All Star Revue,” one of the | 
most expensive extravaganzas on | 
NBC-TV. It buys some TV spots) 
(having changed its mind about | 
network vs. spot twice) and sup- 
plements TV with spot radio and 
newspapers in 45-50 markets out- | 
side the video area. Newspapers | 
are used in TV markets for special 
seasonal promotions. 

The Birds Eye division of Gen- 


eral Foods (Young & Rubicam) is 
comparatively quiet at the mo- 
ment. Some of the outdoor material 
is running, and so are radio spots, 
but comparatively little is believed 
to be devoted to orange juice. 
Orange juice gets some of the com- 
mercial time on Bert Parks’ day- 
time show (CBS-TV, twice week- 
ly). In 1951, GF sharply reduced 
expenditures for frozen foods in 
PIB-measured media, dropping 
from $941,648 in 1950 to $554,465. 
Leigh Foods (direct) is still 
socking most of its promotion into 
outdoor, not surprising in view of 
its ownership. It also buys “Time 
for Beany” on WCBS-TV three 
times a week, and TV spots in New 
York and the Dallas-Fort Worth 
area, a new market for Flamingo 
concentrate. It uses radio spots in 
New England and St. Louis, and 


spot radio, along with participa- 
tions on WCBS, New York. It uses 
premiums to a considerable degree, 
and recently picked up five dis- 
tributors. 


s The biggest single problem of the 
concentrators continues to be the 
number of private brands in the 
business. The advertised brands 
were able to rack up about 55% to 
60% of total citrus juice sales in 
1951, but during the last few 
months, repeated price cutting by 
non-advertised brands has cut 
seriously into the sales of the lead- 
ers. 

The general belief among mar- 
keters is that when the price of 
non-advertised brands drops more 
than 3¢ below that of the leaders, 
it is too much for the advertised 
brands to compete. 


Aetna Life Promotes Three 
John H. Warner has been ap- 


pointed assistant manager of the | T@de’s 


35 
Harris Joins ‘Look’ 


Rodger Harris, formerly of Pa- 
Detroit sales staff, has 


advertising and publicity depart-| Joined the advertising sales staff 
ment of Aetna Life Insurance Co.,| 0f Look in Detroit. Prior to join- 


Hartford, Conn. Robert E. Brown 
Jr. has been promoted to assistant 
manager of the advertising and 
publicity department of Aetna 
Casualty Insurance Co., Hartford. 
Both companies are part of the 
Aetna Life Affiliated Companies. 
Meanwhile, Carl W. Eagle, editor 
of “The Life Aetna-izer,” house 
organ of Aetna Life Insurance Co., 
has been advanced to supervisor of 
life insurance schools for the 
company. 


Slate Joins Agency 

Robert D. Slate, formerly with 
the advertising department of the 
San Francisco News, has joined 
the staff of Gilman, Nicoll & Ruth- 
man, San Francisco. 


ling Parade two years ago, Mr. 


Harris had been with The Ameri- 
can Weekly. 


Starts TV Film Department 

A special TV film production de- 
partment with Don Briese and 
Charles E. Sayers in charge has 
been established by Gabriel Moulin 
Studios, San Francisco. 


(7 WHAT IS IT? 


Picture puzzle contests have 
proven to be the best circula- 
tion and sales builders, Full 
details free on how to run 
your own contest. WRITE 


Research Books, 30 Church St., W.Y.C. 


1007 


Readership 


SINCLAIR GETS IT WITH 
SPOT MOVIE ADS 


SINCLAIR 


IN THEATRES’ | 


Sinclair Refining Company started 20 
years ago to use Spot Movie Ads (film 
commercials) in neighborhood theatres 
to help build service station business. 
Results were so outstanding that Sinclair 
adopted this sight-sound-action medium 
as a regular part of its cooperative Ad- 


vertising year after year. 

Shown here are typical scenes from a 
Sinclair film. These talking, moving ads 
get virtually 100% readership and 
100% listenership because they reach 
people when they're comfortably seated, 
relaxed and attentive. 


formation. 


One-third of each film features the local 
dealer’s signature in giant size on the 
theatre screen — nobody in the audience 
can miss it. Spot Movie Ads can do a 
powerful selling job for you, too. Call 
or write our nearest office for full in- 


MOVIE ADVERTISING BUREAU 


NEW YORK: 70 East 45th St. 
CHICAGO: 333 North Michigan Ave. 
NEW ORLEANS: 1032 Carondelet St. 


KANSAS CITY: 2449 Charlotte St. 


CLEVELAND: 526 Superior N.E. 


SAN FRANCISCO: 821 Market St. 
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7-Up Tests in Sao Paulo.. 


Brazilian Advertisers 
Get Set for Changes 


Agency Exec Rodrigues 
Tells ‘AA’ of Gains 
Country Is Making 


By Ropert Murray Jr 
Curcaco, Feb. 26 
soft drink native to Brazil, has be- 
gun to meet stiff competition there 
from U.S. drinks 


Guarana, the 


} 
| A sweet, carbonated beverage | 
|made from the root of a tree, | 
| guarana has long sold in the big 
| South American country for about 
| 0g (two cruzeiros) per 10-oz. bot-| 
tle. | 

About 2% years ago it met its| 
first strong competition from Coca- 
| Cola Co. Then a year ago Orange- | 
Crush moved into Brazil in the} 


there—in an interview last week 
with Roberto de 
Almeida Rodri- 
gues, a Sao Paulo 
agencyman. 

Sr. Rodrigues, 
an affable young 
(36) Sao Paulo- 
an, has com- 
pleted a year of 
study of televi- © 
sion and other ad 
media at North- 
western Univer- 
sity and WNBQ 
here. With his American-born 
wife, he heads back home within 
a fortnight to take charge of his 
agency’s expanding market re- 
search department. 


d 


Roberto Rodrigues 


larger markets. And now Seven-| Research, Sr. Rodrigues told AA, 
| Up Co., after a year’s test in Sao | is one of many phases of marketing 
| Paulo, has just begun to widen its} that has just begun to go places in 
sales and hopes to become one of| Brazil. The country of 54,000,000 
the top soft drink bottlers in the! people is on the threshold of great 
country. | expansion. Changes that have 

| come about in the U. S. over half a 
# AA learned about Brazil's soft| century, he pointed out, must oc- 
drink business—and other market-| cur in the next five or ten years in 
‘ing and advertising developments | Brazil. What keeps Brazil back 


Simpson-REILLY, LTD. 
Publishers Representatives 


since se2e 


LOS ANGELES 
SAN FRANCISCO 


HALLIBURTON BLDG. 
CENTRAL TOWER 


now, he said, is chiefly lack of 
transport facilities—and this is be- 
ing taken care of more and more 
rapidly. 


@ The soft drink developments 
typify changing conditions of the 
country. Sr. Rodrigues’ knowledge 
is first hand: his agency, Acar 
Propaganda Ltda., of which he is 
a partner, handles 7-Up in Brazil. 

Guarana, AA was told, had al- 
most no serious rivals until Coke 
came in a couple of years ago. 
When it did, almost every Brazil- 
ian bought it at once. They could 
hardly wait. Coca-Cola had never 
advertised in Brazil, but Brazil- 
ians knew about it. Coca-Cola was 
part of the news they had heard 
of the U.S. and even of other 
parts of the world. 
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the same as the Coke price. This 
smaller bottle, called cacula gua- 
rana, increased sales of the native 
drink. 


@ Then Orange-Crush was intro- 
duced, and its flavor found favor. 
Sr. Rodrigues’ latest information 


jis that Orange-Crush in at least 


But the big rush to buy Coke did | 


not keep up. The Brazilian palate 
did not seem to relish the new 
beverage. Furthermore, 
bottlers perked up their own sell- 
ing methods. The leading manu- 
facturer, Antartica, brought out a 
Coke-size bottle at 1.50 cruzeiros, 


APPROVED 
NATIONAL PRODUCTION . 


AUTHORITY, DEPARTMENT oF COMMERCE 


comm 
iE 108 SA8P ON Amo SEE. OF 1 swencen on 
STEEL wwstitute 


It's a problem calling for the assistance 
of every thoughtful business man—now. 

Unless the steel mills get more scrap . . . 
furnaces may have to be shut down. 

Shut down—at a time when our armed 
forces need more and more equipment. . . 
when civilian demands for steel are greater 
than ever... when our economy is fight- 


ing desperately against inflation! 


You Can Help. Yes .. . regardless of the 
business you're in. . . you're in the scrap 
business, too 

If you're in the steel-fabricating bus- 


ADVERTISING 


This advertisement is 
@ contribution, in the national interest, by 


iness, you have extra dormant scrap to be 
added to your production scrap. 

If you're in any other business, you 
surely have idle metal that will do you— 
and America—more good being fed into 
furnaces than cluttering up your premises. 


Write for Suggestions. The booklet 
shown here tells how to set up a Scrap 
Salvage Program with least amount of 
effort and minimum interference with your 
regular operation. It tells where to look for 
scrap, what to do with it when you get it. 

You are urged to send for the booklet 


AGE 


now. Use the coupon. 


FACTS ABOUT SCRAP SALVAGE 
Steel production 1950 — 97,800,000 net tons 


Estimated capacity 1952 — 119,500,000 net tons 
Purchased 
scrap used* 1950 — 29,500,000 gross tons 


Estimated purchased 
scrap requirement * 1952 — 36,200,000 gross tons 
*All consumers 

Where will the extra tonnage come 
from? Mostly from your dormant metal— 
obsolete machines and structures, tools, 
jigs, fixtures, gears, wheels, chains, track. 


NON FERROUS METAL NEEDED, TOO: 


Advertising Council 
25 W. 45th St. 
New York 19, N. Y. 


Please send me a copy of the free booklet: “Top Manage- 
ment: Your Program for Emergency Serap Recovery”. 


guarana | 


some markets outsells Coke. 

To Sr. Rodrigues, the most amaz- 
ing of all changes in Brazil has 
been the staggering growth of his 
own city. As Time reported in a 
recent feature on the city, Sao 
Paulo’s population has shot up 
from 65,000 in 1890 to 2,250,000. 
It is the leading production center 
of Brazil and, Sr. Rodrigues thinks, 
may some day be as big as Rio de 
Janeiro (pop. 3,000,000). 

Sao Paulo today has no fewer 
than 32 newspapers, 40 magazines 
and business papers, 11 radio sta- 
tions, two TV stations and 78 ad- 
vertising agencies of one kind or 
another. 


@ Among the agencies in Sao 


| Paulo are branches of Grant Ad- 


vertising, Biow Co. McCann- 
Erickson and J. Walter Thompson 
Co. Walt Disney Productions is 
also listed as an agency there. 
Most of the agencies, of course, 


‘are Brazilian firms. Acar Propa- 


| about 30 staff members. 


ganda is one of the largest with 
Its ac- 


|}counts include a commercial air- 


|e For U.S. 
| in the marketing picture in Brazil, 


line (see cut), a Brazilian-made 
radio, a shoe polish, paint, ferti- 
lizer, liquor and real estate invest- 
ment firms. 

Brazilian agencies operate on 
the 15% commission system. Acar 
Propaganda offers art, copy and 
other services much the same as 
U. S. agencies do, AA was told. 

Most advertising in Brazil, Mr. 
Rodrigues pointed out, goes into 
newspapers. The amounts spent in 
Brazil’s media in 1950 (in terms of 
U.S. dollars at the rate of 20 cru- 
zeiros per dollar) he gave as fol- 
lows: 


Newspapers $34,790,000 
DN Sadun en 22,585,000 
CE GEE noc ccievccsccces 13,360,000 
Magazines, business papers. . 9.980 
Posters, outdoor signs .... 8.265.000 
Miscellaneous .......... 2,900,000 


® The total of $91,880,000, it was 
conceded, is far less than the ad- 
vertising business in the U.S., 
even on a per capita basis. But 
the volume is growing fast, for 
several reasons. 

First, Sr. Rodrigues said, the 
standard of living is rising. Second, 
new and larger industries are de- 
| veloping. Until now, “all business 
| is local’ has been true with a ven- 
geance in Brazil. 

Plants have been small, built to 
take care of local markets only. 
But with superhighways abuilding, 
and airlines moving more products 
to distant markets, larger plants 
able to produce for larger areas 
will go up. As a result, the need 
for advertising to create demand 
will increase, Sr. Rodrigues con- 
fidently believes. 

(Out of this also will come a 
growth of wholesaling, he added. 
Curiously, few jobbers operate in 
Brazil. This is because most manu- 
facturers sell locally only. The 
practice has been to contact 
dealers through one’s own sales- 
men.) 


advertisers interested 


| Sr. Rodrigues points out the fol- 
lowing: 

Market Data: Little exact infor- 
mation is available. Although Bra- 
zil’s commerce department is well 
run, its funds are small. Market 
research is in its infancy. Most 


agencies have to rely on guess- 
| work to judge size of markets, 
competitors’ sales and the like. 

| For this reason, Acar Propa- 
| ganda has expanded its research 
staff and built up a large library 
lof market data. (Sr. Rodrigues 
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v) Em escultura as opinides divergem 


{ MAS EM 
AVIACAO 


IN PORTUGUESE—This ad by Acar 


Propaganda, Sao Paulo, is one of a 
series for Real, a Brazilian airline. 


said some of this material can be 
given to U.S. advertisers or agen- 
cies if requested from him at 
Acar’s new offices at Rua Vieira 
de Carvalho 172, Sao Paulo.) 


Newspapers: Many papers in 
Sao Paulo are devoted to specific 
audiences. Perhaps the largest in 
linage and readers is A Gazeta 
Esportiva, devoted solely to sport 
news. Space cost runs from $10 to 
$22 per column inch in Sao Paulo. 
Many papers have a special kind 
of classified page, with whole 
pages filled with large and small 
(and sometimes illustrated) ads 
for related types of equipment. 
Newsprint used is of poor grade. 


@ Magazines: Circulations are 
small, paper is poor. Very few ads 
run in color. Rates vary from about 
$50 to $250 a page. 

Direct Mail: Postal service is so 
unreliable that leading agencies 
hesitate to use the medium. 


Qutdoor: Few 24-sheet posters 
exist. Three-sheets are somewhat | 
more widely used, but few adver- 
tisers will pay for the board space | 
since billposters (especially for | 
movie houses) paste up ads on 
houses and walls all over the city. 

Radio: Each station tries to 
build its own loyal audience, stak- | 
ing out a particular field for itself. 
There are no networks. Most radio 
advertising consists of spots and} 
station breaks. Programs last for | 
varied time periods; the hour and | 
half-hour scheduling as in the U.S. | 
does not apply in Brazil. 

The leading Sao Pauloan sta-| 
tion, Panamericana PRH-7, de- | 
votes itself wholly to sports. Oddly 
enough, Gazeta, the sports news- 
paper, gives over the time of its) 
radio affiliate, Gaseta, to music 
and educational fare. 

There is no limit to commercial | 
time on the air. Time costs range 
from $20 to $50 per minute, de- 
pending on the station and time of | 
day. 


| 
| 
| 
| 


8 Television: Sao Paulo, with) 
15,000 TV sets, has two TV sta-| 
tions now and will have at least) 
five by 1953. Present rates are 
about $1,500 an hour and $125 a 
minute. Needless to say, sponsors 
are few. Only well-to-do Bra- 
zilians can pay the rather high | 
price of TV sets; they want top 
entertainment, but they get little 
of it because network program- 
ming does not exist and good live 
shows are costly. Filmed shows 
will no doubt entirely dominate 
TV in Brazil. 

Theater Films: Although Bra- 
zilians are great movie-goers, al- 
most no advertisers use movie 
trailers. They may before long, 
however. Acar itself may set up a 
subsidiary to develop this medium. 

In no medium does a national 
advertiser have to pay a higher 
rate than local dealers pay. That’s 
because national media simply 
don’t exist. 

And as for types of copy 
used: Comics advertising is 
non-existent; almost no 


appeal 
almost 
adver- 


tisers try the institutional ap- 
proach, and cooperative ads are 
seldom used. 


Chicago Plan Body Hits 
Billboards as Nuisance 


The Chicago Plan Commission 
has placed “objectionable bill- 
boards and signs” in the nuisance 
class. It urges the city to pass laws 
curbing their use along the lake 
front, expressways and_ public 
parks. 

A subcommittee of the commis- 
sion charged that such signs dis- 
tracted the motorist’s attention and 
marred the city’s beauty. “Outdoor 
advertising is, in fact, the use by 
private interests of public property 
for commercial gain,” the subcom- 
mittee complained. 


Bu-Tay Products Buys Show 


Bu-Tay Products Ltd., Los An- 
geles, has signed 13 weeks of 
twice-weekly participation in 
“Lucky U Ranch” over 24 stations 
of ABC’s Pacific Radio Network 
and KPHO, Phoenix. The program 
is aired daily from 12:30-1 p.m. 
Dan B. Miner Co., Los Angeles, is 
the agency. 


Dayton’s 2 Dailies 


Carry City’s Report 
at Regular Rates 


Dayton, O., Feb. 27—The an- 


nual report to citizens by the city | 


of Dayton was carried in daily 
newspapers today for the first 
time. 

The tabloid supplement was part 


of the afternoon Daily News and! 


‘Schlitz Playhouse’ Cut in Half 


will appear again in tomorrow 
| morning’s Journal Herald. 

| City Manager Russel McClure 
said the report was the most com- 
plete ever made and reached more 
| people than ever before. Last year, 
70,000 copies were delivered to 
every address with a water meter. 


| As for this year, the combined cir- | 


| culation of the two papers is 220,- 
| 000. ; 
® Rol 


Stihe, retail 


| 
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Dayton was one of the first cities, Allie Mae Appoints Ziegler 


to issue such reports, beginning in 
1914, and Mr. McClure believes 
there are only about 100 cities 


| still making them. 


The Ohio city, however, is not 
the first to make the report availa- 
ble with newspapers. Wichita, 


|Kan., began the practice with an) 


eight-page tabloid section in 1948. 
A number of other cities have 
since done the same. 


Starting in April, “The Schlitz 


| Playhouse of Stars,” now produced 


live in New York, will be cut from 
one hour to 30 minutes. Young & 
Rubicam, agency for Joseph 
Schlitz Brewing Co., Milwaukee, 
program sponsor, is investigating 
means to put the show on film. 


Fairbanks Boosts Rosencrans 
Jerry Fairbanks Productions, 


advertising Hollywood, has promoted Leo S 


| manager of both papers, said the Rosencrans to head of its new 


| city paid regular space rates, plus 
| charges for color, preparation, en- 
| gravings and stuffing. 


creative department. Mr. Rosen- 
crans has been with Fairbanks for 
a year. Prior to that, he was with 
Wilding Pictures for 14 years. 


Allie Mae, Los Angeles dress 
designer and manufacturer, has 
appointed John H. Ziegler, for- 
merly in a promotional capacity 
with Great West Insurance Co., 
general manager. 


Cisneros Joins Siesel Co. 

John T. Cisneros, formerly con- 
troller of William H. Weintraub 
Co., has joined Harold J. Siesei 
Co., New York, as general man- 
ager. 


m NATIONAL 
<aer| DISTRIBUTION 
Fast, Easy, Low in Cost! 


Today's soaring sales costs call for your careful 


| examination of the old tested, proved inde- 
| pendent selling field. This plan has built 48- 


state distribution quickly and at remarkably 
low cost for many of America’s multi-million 
dollar industries - and hundreds of smaller 
firms. If your product or line can be sold by 
personal mstration, we invite you to secure 
® frank, experienced appraisal of your posst- 
bilities and future in the direct-to-consumer 
selling field. There is no cost or obligation io 
you. Write today in detail. 


OPPORTUMITY MAGAZINE 
Dept. A-108, 28 E. Jackson Bivd., Chicago 4, ti. 
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Sealright Will Help 
Sales of Customers 


Via Picture Contest 


Futton, N. Y., Feb. 26—For the 
30th consecutive year, Sealright 
Co. is devoting its national adver- 
tising to helping customers’ sales. 

The company wili conduct snap- 
shot contests in the milk and ice 
cream industries in behalf of dair- 
1es and ice cream makers who use 
2 its closures and containers. The 
a snapshots will be judged on the 
basis of human interest appeal of 
people enjoying milk and _ ice 
cream. 

Sealright will advertise the con- 
tests via full pages in Collier’s and 


opighct 
sane IM 4 pi BBEAN crt 


tet 
Sealrighs “St - 


81 O08 Comtmrmens 


he Saturday Evening Post, 
rough Meldrum & Fewsmith, 
eveland. The promotion is or- 


@anized that dairies and ice 
@feam manufacturers can take over 
i their own territories, using their 
Gwn names. 

3 


$0 
@ Prizes totaling $26,000 in value 
Will be supplied by Sealright. The 
@mpany will also create local 
wspaper, radio and point of sale 
vertising for the dairies and ice 
“am companies that tie in. 
Entry blanks will go directly in- 
: é private homes as bottle collars 
Se om milk deliveries. They will also 
=! te available at display dispensers 
p dairy products, soda fountains 
afd ice cream stores 
The two grand prizes will be 
ace Line Caribbean cruises for 
tWo persons each. Each top win- 
nér will also get $500 worth of 
Piatt matched luggage and Ansco 
c@mera outfits. 
Art editors of Collier’s and the 
Pest and several advertising agen- 
art directors will analyze the 
tries and make recommendations 
to R. L. Polk & Co., Chicago, pro- 
fessional judging company. 


85 IMPORTANT 
INDUSTRIAL AND 
TRADE MARKETS 

and the business papers 
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1962 MARKET DATA & 
DIRECTORY NUMBER 


Industrial Marketing 


200 E. ILLINOIS ST. * CHICAGO 11, ILL 


PAR Advertising Bows | 

PAR Advertising has opened of-| 
fices at 343 S. Dearborn St., Chi-| 
cago. Partners are Herb Pickard, 
formerly of Pickard-Morrison As-| 
sociates; Eugene Adams, formerly | 
head of his own agency, and A. E. 
Ryan, formerly head of A. E. Ryan 
Co., sales research analyst. 


Collins Advertising Moves 


Nan M. Collins Advertising, 
Philadelphia, has moved to the 
Commercial Trust Bldg. 16 S. 


Broad St. 


Joins ‘Implement & Tractor’ 


Samuel F. Melo, formerly edi-| 


torial director of the Spanish ex- 
port edition of Popular Mechanics, 
has been appointed editorial di- 
rector of Implementos y Tractores, 
Spanish export edition of Imple- 
ment & Tractor, Kansas City. 


Dawson Joins WDRC 


Graeme Dawson, formerly with 
the News, West Hartford, Conn., 
has been appointed an account ex- 
ecutive in the commercial sales 
department of WDRC, Hartford. 


| NBC Promotes Thompson 

Don Thompson has been pro- 
moted from program operations 
supervisor of KNBH, Los Angeles, 
owned by National Broadcasting 
Co., to NBC-TV production opera- 
tions manager in Hollywood. He 
|has been with the network since 
1930. 


|KPO] Promotes Isabell Hoyt 
| Isabell Hoyt has been promoted 
from manager of KPOJ, Portland, 
Ore., to the newly created position 
of merchandising manager. 
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McCarrell Joins KWFC 


Randall E. McCarrell, formerly 
manager of KBRS, Springdale, 
Ark., has been appointed resident 
manager of KWFC, Hot Springs, 
Ark. He is succeeded at KBRS by 
Roy Bowman, formerly’ with 
KFSA, Fort Smith, Ark. 


Gregutt Joins Tyson & Co. 

Paul R. Gregutt, formerly with 
Consolidated Edison Co. New 
York, has joined the writing staff 
of O. S. Tyson & Co., New York 
agency. 


Now more than ever you 
magazines to sell the) 


1,002,042° 


ROMANCES TRUE STORY 


1,161,914" 


WOMAN'S HOME COMPANION 


1,279,362° 


McCALL’S 
1,452,324* 


Because three of the top six women’s magazines at the 
newsstands are ROMANCE MAGAZINES 


ABC newsstand sales figures show the six 
top-selling titles now split evenly between 
Service and Romance, Ladies’ Home Jour- 
nal in lead—True Confessions, 2nd place. 

Service and Romance magazines appeal 
to and are bought by entirely different 
kinds of women, different in age, education 
and source of income. These differences re- 
sult in remarkably small duplication be- 


mance magazines. 


tween the Romance and Service audiences. 
Only 10° of True Confession’s readers see 
the Ladies’ Home Journal. 
But both kinds of women have homes to 
run, children to feed and families to clothe. 
To sell the whole market—you need both 
kinds of magazines—Service and the Ro- 


*January-June, 1951 A.B.C. Average Newsstand Sales 
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Hamm, Chesterfield 
Buy TV Rights for 


Cubs and Sox Games) 


Cuicaco, Feb. 27—Telecast rights 
to all home games of the Chicago 
Cubs and White Sox have been 
sold by WGN-TV. Buyers are the 
Theodore Hamm Brewing Co. 
(Hamm’s beer) and Liggett & My- 
ers Tobacco Co. (Chesterfield ciga- 
rets) 


The sponsors will share each| rights. 
game. One will take the first four| Tentative plans call for feeding 


and one-half innings, the other| the games to Station WHBF-TV, | 


| Orange-Crush Names White 
Orange-Crush Co., Chicago, has 
appointed John L. White, formerly 


O’Malley Handles TV Show PR 


John O’Malley, New York pub- 
| lic relations counselor, has been 


will take the second half of the! Dubuque, and another station in| sales director of Grapette Co.,| appointed to handle publicity and 


game. If there are extra innings, | Grand Rapids. 

they will alternate them. | The combined cost to both ad- 
WGN-TV paid $75,000 for rights| vertisers, including time, an- 

to the Cub games, and an esti-| nouncers’ fee, remote costs and 

mated $100,000 for the Sox con-| rights, will exceed $500,000 for the 

tests. This is an average of slight- | season. 

ly more than $1,600 per game. The| Campbell-Mithun, Minneapolis 

contract covers Cub home/and Chicago, handles the Hamm 

games and 57 Sox daylight games.| account. Cunningham & Walsh is 

The Sox wouldn't sell night game | the Chesterfield agency. 


77 


Camden, Ark., to the new post o 
director of field activities in its 
sales department. 


| Brisacher, Wheeler Names 3 
Brisacher, Wheeler & Staff, San 
Francisco, has appointed Richard 
Clark radio and TV _ buyer, 
Charles H. Roach research direc- 
tor, and Mike Dakis media assist- 
ant. 


need both kinds of | 
market 4 


whole 


TRUE CONFESSIONS 
1,609,348" 


And when you buy the Romance field, buy 
True Confessions first, because of all the major 
Romance magazines True Confessions has: 


LADIES’ HOME JOURNAL 
1,874,441* 


1. Lowest cost per thousand. 


2. The greatest circulation gains (up 270,890 in Ist half of 


1951). 


3. At the newsstands, True Confessions outsells its leading com- 
petitors in the Romance field by almost a half million copies. 


4. TRUE CONFESSIONS has less than 11% duplication with 


any Service magazine. 


rue 


onfessions 


NEW YORK- 
LOS ANGELES + 


SAN FRA 


|promotion for the forthcoming 
NBC-TV series, “The Unexpected.” 
(One of O’Malley’s present clients, 
Liebmann Breweries Inc., Brook- 
lyn, brewer of Rheingold beer, 


will sponsor the series in New 
York.) The public relations or- 
ganization also handles the 


publicity and public relations for 
NBC’s “Bob and Ray” series on 
}radio and television. 


Appoints Schiff-Davis 


Schiff-Davis, New York publi- 
city organization, has been ap- 
pointed by Interesting Designs 
Inc., New York, American distrib- 
utor of Swedish designer Tovar's 
fashion and beauty accessories, to 
handle publicity on Tovar’s new 
line of dynel hair pieces. 


GM Boosts Brandt to PR Head 


The Rochester products division 
of General Motors Corp., Roches- 
ter, N. Y., has promoted Howard 
W. Brandt to director of public 
relations. He has been with the 
company since 1929. 


em 


ROWING MARKE 
QF MORE PEOPLE 
WITH MORE MONEY 

FO SREND 
THAN EVER BEFORE 


A 9-COUNTY MARKET 
with 
1951 BANK RESOURCES of 
$378,621,741.69 
A 10-year gain of 141% 


The JOURNAL & SENTI- 
NEL are the only papers 
that cover this rich, grow- 
ing market in the South's 
No. 1 state. 


fy The JOURNAL & SENTI- 
9 NEL are the only papers 
in the South offering a 
Monthly Grocery Inven- 
tory, an ideal test market 


The JOURNAL & SENTI- 
NEL are the only papers 
completely blanketing an fF 
important 9-county seg- 
ment of North Carolina. 


YOU CAN'T COVER WORTH 
CAROLINA WITHOUT THE 


WINSTON-SALEM == - TWIN CITY. 
JOURNAL and SENTINEL 
MORNING SUNDAY EVENING 

National Representative: KELLY-SMITH CO 
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a © WHAT KIND 
OF ARULER 


THT TTT 
18 


al tai ll 


% v 


Hay (000 
DO YOU USE? 


VO oe not talking about inches and 


feet, we're talking about the standard you 

use in buying photoengravings. Just what 
1) you look for? 

¥ 


© SIZE? Pontiac has over 40,000 square 
feet and over 200 people devoted exclu- 
Sively to servicing the adver- 
fising profession. Modern 
ogressive Management? 
ve played a considerable 
Part in developing many of 
the newest plate making tech- 
ee in use today; in fact 
er 3,500 visitors in the 
phic Arts Industry have 
red our plant in the past 4 years. 
EQUIPMENT? Just imagine a plant with 
t 20 proofing presses ranging from two 
color Vandercooks on down. Plus the 
gest installation of electric etching ma- 
5 chines and strip film 
cameras in the U.S. 


SERVICE? We've had 40 
years’ experience in serving 
the advertising profession 
with not one, but six unified 
services! 

QUALITY? Our growth 
and the hundreds of cus- 
tomers who have done busi- 
ness with us from our first day is the best 
testimonial to the quality of our work. 

No matter where you are or what you 
buy you owe it to yourself to inquire into 
Pontiac's wonderful service. Drop a card or 
write and let us tell you more. 


PHOTOGRAPHY 
TYPOGRAPHY 


Agency Networks Have Come of Age; 
Bill More than $100,000,000 a Year 


(Continued from Page 1) 
cities.” 

Outsiders would be amazed at 
the discussions that take place in 
agency network meetings. Agency 
network members literally turn 
an X-ray machine on their agen- 
cies, discuss costs, markups, pro- 
fits, management methods, prob- 
lems in handling accounts—even 
delicate personnel problems. 


® They not only exchange ideas on 
boosting clients’ sales but call on 
each other hundreds of times 
yearly for a variety of services 
ranging from investigating the 
market potential for a new prod- 
uct, through making media recom- 
mendations in members’ cities, to 
buying theater tickets for “visit- 
ing firemen.” 

The advertising agency network 
movement is difficult to explain 
to an outsider who doesn’t know 
how lonesome it gets operating a 
small or medium-size agency. It’s 
impossible to discuss intimate busi- 
ness problems with the agency 
operator down the street—he may 
be pitching for one of your ac- 


counts tomorrow. But agency 
members can—and do—discuss 
such matters with principals of 


non-competitive agencies in other 
cities. 

The intimacy, the camaraderje 
found among most network mem- 
bers is a very real thing. It doesn’t 
turn up in the statements of ob- 
jectives; it doesn't turn up in the 
by-laws, but it is the life blood 
of the networks. 


@ Take the 1952 midwestern re- 
gional meeting of the Affiliated 
Advertising Agencies network this 
year, for example. The meeting 
usually is held in the regional di- 
rector’s home town—in this case, 
Omaha. 

However, Dave Selders’ wife 
(Selders-Jones-Covington, Kan- 
sas City) is about to have a 
baby. Rather than have Dave's 
wife—and Dave, of course—miss 
the meeting, the members moved 
the meeting to Kansas City. 

The oldest of the networks (the 
First Advertising Agency Group, 
organized in 1928) started as a 
“proprietary” group, as have most 


of the networks. The leader acted 
as organizer, dues collector and 
bill payer—and was authorized to 
keep the remainder—if any—as a 
“salary.” 

But even though the FAAG has 
changed to an association form of 
operation and has changed its 
name several times, the objectives 
are pretty much the same as they 
were back in 1928. In brief, they 
include the following points. 

1. Agencies with similar ideals 
will cooperate to increase their 
efficiency. 

2. Members agree to boost stan- 
dards of service and performance. 

3. Members will seek to widen 
their service horizons through af- 
filiation with agencies in other 
U.S. and—eventually—foreign 
cities. 

4. Members will be able to offer 
clients on-the-spot service through 
local agencies conversant with 
local conditions. 

5. Members will work toward 
improving agency management 
procedures and, thus, account han- 
dling operations. 


® The statements of purpose and 
objectives (all networks have 
them) are not mere copybook 
maxims. Look, for example, at the 
schedule for the 1951 meeting of 
the Continental Advertising Agen- 
cy Network (formed in 1932 and 
headed since its inception by John 
Falkner Arndt of the Philadel- 
phia agency bearing his name). 

The meeting in Philadelphia 
teed off on a Thursday morning 
with the annual CAAN golf tour- 
nament and continued Thursday 
evening with a _ pre-convention 
“get-together.” 

On Friday morning, members 
dispatched reports, an election and 
business in a half hour. They 
heard—and _ discussed—talks by 
two New York radio and TV con- 
sultants. And they heard—and 
questioned—a certified public ac- 
countant who spoke on “profit 
accounting.” 


@ The remainder of the meeting 
was devoted to detailed presenta- 
tions of advertising and sales plans 
developed for clients by member 
agencies, another speaker, prob- 


vies 


ce 


there's nothing else like it in Can 


No other publication in Canada 
has this combination of impor- 
tant selling teatures—consistent 
coverage ot a// English-speaking 
Canada — choice of different sec- 
at different rates — high 
tamily readership—proven dealer 
support and voluntary purchasers. 


tions 


the STAR WEEKLY 


Published at 80 King Street West, Toronto, Canada 
U.S. Representatives : 


NEW YORK— 

Lee-Stockman Inc. 

19 W. 44th St. 
ALBANY— 

Hevenor Advertising Agency 

11 N. Pearl St. 
BOSTON— 

Silton Brothers Inc. 

131 Clarendon St. 
BUFFALO— 

Melvin F. Hall Advertising 

220 Delaware Ave. 
PITTSBURGH— 

Smith, Taylor & Jenkins 

223 Fourth Ave. 
PHILADELPHIA— 

A. E. Aldridge Associates 

1528 Walnut St. 
RICHMOND— 

Advertising Inc. 

Central National Bank Bldg. 
JACKSONVILLE— 

Newman, Lynde & Associates 

Florida National Bank Bldg. 
MIAMI— 

Newman, Lynde & Associates 

Chamber of Commerce Bldg. 
CINCINNATI— 

Keelor & Stites Co. 

3001 Carew Tower 
CLEVELAND— 

Lee Donnelley Co. 

734 Union Commerce Bldg 
DETROIT— 

Holden, Clifford & Flint 

16180 Wyoming 
BENTON HARBOR, MICH.— 

Paxson Advertising Inc. 

720 E. Main St. 


Agency 
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FIRST ADVERTISING AGENCY GROUP 


CHICAGO— P 
The Biddle Co. 
75 E. Wacker Dr. 


BLOOMINGTON, ILL.— 
The Biddle Co. 
814 N. Main St. 


MILWAUKEE— 
Paulson-Gerlach & Associates 
606 W. Wisconsin Ave. 
DES MOINES— 
Son De Regger Advertising Agency 
1020 Locust St. 
ST. LOUIS— 
Hirsch & Rutledge 
316 N. 8th St. 

MEMPHIS— { 
Simon & Gwynn qq 
622 Commerce Title Bldg. } 

KANSAS CITY— i 
Merritt Owens Advertising Agency " 
Brotherhood Bidg. 


SALT LAKE CITY— 
W. E. Featherstone Advertising Agency 
417 Zion’s Savings Bank Bldg 
LONG BEACH— 
Patch & Curtis Advertising Agency F 
437 E. Broadway 
LOS ANGELES— 
Mayers Co. 
2301 W. Third St. 
SAN FRANCISCO— 
Conner, Jackson, Walker & McClure 
461 Market St. 


SEATTLE— 4 
Standard Advertising Agency i 
1100 Westlake Ave., N 


ada?! 


- 


Ward-Griffith Co. inc. 


NEW YORK— 
LaPorte & Austin 
369 Lexington Ave 

NEW YORK— 
Lewin, Williams 
40 E. 49th St. 

NEWARK— 
Lewin, Williams & Saylor 
il Commerce St 

PROVIDENCE— 

Horton-Noves Co 
Industrial Trust Bidg 

PHILADELPHIA 
John Falkner Arndt & Co. 
Fidelity-Philadelphia Trust Bldg. 

PITTSBURGH— 

Walker & Downing 
Oliver Bidg 

DAYTON, 0O.— 

Hugo Wagenseil & Associates 
Talbott Realty Bidg. 

CHICAGO— 

Fensholt Co. 

360 N. Michigan Ave 

ST. LOUIS— 
Winius-Brandon 
1706 Olive St. 

MILWAUKEE— 
Scott Inc 
411 E. Mason St 

MINNEAPOLIS— 
Olmstead & Foley 
1200 Second Ave., 

DES MOINES— 
Blakemore Co. 
2021 Grand Ave 


& Saylor 


Co 


Ss. 


CONTINENTAL ADVERTISING AGENCY NETWORK 


I 


DENVER— 
Harold Walter Clark 
933 Sherman St 
LOS ANGELES— 
Dan B. Miner Co 
304 S. Kingsley Dr. 
SAN JOSE, CAL.— 
Long Advertising Service 
19 N. 2nd St 
SAN FRANCISCO— 
Long Advertising Service 
681 Market St 
PORTLAND, ORE.— 
Pacific National Advertising Agency 
715 Cascade Bidg. 
SEATTLE— 
Pacific National Advertising Agency 
605 Union St. 
SPOKANE— 
Pacific National Advertising Agency 
601 Review Bldg. 
TORONTO— 
Harry E. Foster Advertising 
Avenue Rd. & Alcorn Ave. 
HALIFAX, N. S.— 
Harry E. Foster Advertising 
612 Barrington St. { 
MONTREAL— } 
Harry E. Foster Advertising \ 
128 Sun Life Bidg. 
WINNIPEG— 
Harry E. Foster Advertising 
165 McDermont Ave. 
VANCOUVER, B. C.— 
Harry E. Foster Advertising 
407 Dominion Bank Bldg. 


Inc 
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AMERICAN WEERL 


printed in rotogravure. 


George B. Dearnley (left), Director of Mechanical Production of McCann-Erickson, Inc., and perhaps the best-known man in his field 
had this to say when Howard Kiser, of The American Weekly showed him the Preview Issue of The American Weekly printed in 
rotogravure, ‘‘Look at the depth and brilliance of color you get in rotogravure and the job you have done gives really superb results, 
not only in color but also in your monotone results. It is really a fine job." 


Elmer H. Bobst, President of Warner-Hudnut, Inc., looking at Bernard C. Duffy, President of B.B.D.&O., and Fred B. 
the modern editorial treatment of The American Weekly printed Manchee, Vice President, look over a preview issue of The 
in rotogravure commented, ‘‘In our special line of activity we American Weekly printed in rotogravure. 

must always have an eye for quality and beauty and with that Said President Duffy, “It looks well balanced editorially in 
thought in mind | think my friend, Bill Hearst, has made a terms of both entertainment and service. And, the long standing 
10-strike with his $60,000,000 rotogravure printing contract.’ question of reproduction is answered."’ 
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Three Coty experts agree as they look at The 
American Weekly with its dramatic features and 
rotogravure printing. Left to right: Marshall 
Tilden, Coty’s department store specialist, 
Jean Despres, executive Vice President and 
Rosemary, attractive daughter of Mr. Tilden. 

Said V. P. Despres, “Its beauty keeps up 
with the progress in packaging and printing 
which we at Coty have always undertaken to 

intain ...of the highest standard of quality.” 
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Sally Mansfield, Media Director of C. J. LaRoche and 
Company, Inc., expresses an opinion that was heard in many 
quarters, ‘‘The improvement in the format is remarkable. This 
is the kind of progressive thinking we like.” 


C. A. Baumgartner (left), President of The 
Thompson-Koch Co. tells Alfred Langjahr of The 
American Weekly, “The Thompson-Koch Agency has 
been doing business with American Weekly for ap- 
proximately a quarter of a century. 

“We feel reasonably sure that your new format will 
increase AW’s value in the Sterling Drug Inc., adver- 
tising picture of the future.” 


George J. Abrams, Advertising Manager of Block Drug 
Company, Inc., tells Lex Kleberg of The American Weekly, 
“You've every reason to be proud of this fine printing job. 
I'm sure our ads will look even better and sell even better in 
The American Weekly hereafter..." 
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lem sessions on the techniques of 
account solicitation, and a tour of 
the host agency’s offices. 

The tendency to “upgrade” 
agency operations is not confined 
to the annual meetings, however. 
All of the networks have a list of 
requirements which applicants 
must meet. | 


8 The National Advertising Agen- 
cy Network, formed in 1932, has 
evolved a detailed agency score 
card. Not only applicants are re- 
quired to meet the standards. | 
Members must do so as well. 

NAAN members and applicants 
must submit an operating and fi- 
nancial analysis, a Dun & Brad- 
street report, and proof that the 
operation is representative in size 
and reputation to its market. 

In addition, NAAN agencies 
must have been in business for at 
least three years; must have media 
recognition; must have adequate 
service facilities; must have a clear 
financial record; must have di- 
versified accounts, and must show 
evidence of professional ability. 

There are many other yard- 
sticks, such as a sound ratio of in- 
come to billing, a good ratio of 
current assets to liabilities, an in- 
crease in net worth from year to 
year and literally dozens of other 
requirements. Network member- 
ship is not for the unstable. 


Agency Networks Basic Data 
Name of First Advertising Continental Adver- National Advertis- Affiliated Adver- Trans-America Ad- Midwestern Adver- National Federation 
Network Agency Group tising Agency 7 Agency tising Agencies vertising Agency  tising Agency Advertising 
Network e Network Network Network Agencies 
Year Formed 1928 1932 1932 1938 1938 1948 1950 
25 24 31 39 15 8 23 
Number of (Ineluding Two (Including Eight (Including Two (Including One 
om Branch Offices) Branch Offices) Branch Offices) Branch Office) 
Mason Barlow Fred W. Lahr Bryon H. Brown 
: and of Indianapolis a 
Charles Austin Frank H. Japha Robert B. Young Jack D. Ritten- and Ellsworth Ross, 
Founder (s) Lynn Ellis Bates and of house, both of Chester A. Gile both of 
Lynn Ellis Buffalo San Francisco Chicago of Minneapolis Los Angeles 
as - —— $$$ | 
No. of Meetings 1 National 1 National 1 National 1 National 1 National 4 Regionals — | 
or more 2 Regionals 6 Regionals 3 Regionals 
Held Acme 5 ae 4 Steering " as 
mittees | 
ro 150,000 ,000 $150,000 y ,000* Y , 
Range in Size $ to ones to to more than = — sani ~ pad 
(in Billings) $1,700,000 $4,500,000 $3,000,000 $2,000. $1.500,000* $750,000 $2,500,000 | 
| 
$27,000,000 $8, a} 000* 7 ,000,000* 
Total $15,000,000 to $20,000,000 $20,000,000 $4,000,000 < to 
Billings $32,000,000 $10, 000. 000* $9,000,000* | 
Location of : , ‘ | 
Director or Long Beach, Cal. Philadelphia St. Louis Spokane Chicago Columbus Los Angeles 
| 
*AA Estimate 


Having established lofty objec- 


tives and having taken steps to | 


achieve them, agency network 
members generally are not un- 


| willing to merchandise the facts. 


AFFILIATED ADVERTISING AGENCIES NETWORK 


NEW YORK— 
John Mather Lupton Co. 
420 Lexington Ave. 
PROVIDENCE— 
Gordon Schonfarber 
58 Weybosset St. 
BOSTON— 
David Malkiel Advertising Agency 
172 Newbury St. 
ELMIRA, N. Y.— 
Howell Advertising Agency 
50 Pennsylvania Ave. 
BUFFALO— 
Adam F. Eby Advertising 
336 Andrews Bldg. 
PITTSBURGH— 
W. Craig Chambers Inc. 
513 2nd Ave. 
PHILADELPHIA— 
Philip Klein Advertising 
1516 Locust St. 
ATLANTA— 
Freitag Advertising Agency 


& Associates 


988 Spring St., N. W. 
TAMPA— 

Henry Quednau Inc 

404 13th St. 
MOBILE— 


Howard Barney & Co. 
78 St. Francis St. 
NEW ORLEANS— 
Sewell, Thompson & Caire 
203 Cigali Bidg. 
NASHVILLE— 
Doyne Advertising Agency 
415 Church St. 
CINCINNATI— 
Joseph Advertising Agency 
1801-7 Reading Rd. 
GRAND RAPIDS— 
Jaqua Advertising Co. 
101 Garden St., S. E. 
CHICAGO— 
Frederick, Franz & MacCowan 
221 N. LaSalle St. 
MADISON— 
Arthur Towell Inc. 
505 Insurance Bldg. 
MINNEAPOLIS— 
Addison Lewis & Associates 
2310 Stevens 
ST. LOUIS— 
Padco Advertising Co. 
3327 Lindell Bivd. 
KANSAS CITY— 
Selders-Jones-Covington 
906 Waldheim Bidg. 
DES MOINES— 
Frankel Advertising Associates 
418 7th St. 


Inc. 


OMAHA— 
Langhammer & Associates Advertising 
511 Omaha National Bank Bidg. 
WICHITA— 
McCormick-Armstrong Co. 
1501 E. Douglas Ave. 
TULSA— 
Gibbons Advertising Agency 
802 Daniel Bidg. 
HOUSTON— 
Charles Crosson & Co. 
3803 S. Main 
FORT WORTH— 
Thomas L. Yates Advertising 
263 Texas St. 
EL PASO— 
Mithoff Advertising 
611 N. Stanton St. 
ALBUQUERQUE— 
Steven A. Box | enn 
317% W. Gold A 


Agency 


| PHOENIX— 


Duncan Jennings Advertising 
104 E. Pierce St. 
DENVER— 
Axelsen Advertising Agency 
Colorado Bidg. 
SALT LAKE CITY— 
R. T. Harris Advertising Agency Inc. 
1400 Walker Bank Bldg. 
RENO— 
Thomas C. Wilson Advertising Agency 
33 Truckee River Lane 
SAN DIEGO— 
Armstrong-Schramm Co. 
548 Spreckels Bldg. 
LOS ANGELES— 
Associated Advertising Agency 
2624 W. 6th St. 
SAN FRANCISCO— 
Robert B. Young Advertising Agency 
625 Market St. 
PORTLAND— 
Adolph L. Bloch Advertising Agency 
Graphic Arts Bldg. 
SPOKANE— 
Virgil A. Warren Advertising 
Post Bidg. 
BOISE— 
Cline Advertising Service 
312 First National Bank Bldg. 
VANCOUVER, B. C.— 
James Lovick & Co. Ltd. 
789 W. Pender St. 
TORONTO, ONT.— 
James Lovick & Co. Ltd. 
800 Bay St. 


The Affiliated Advertising Agen-; sign, contracts and franchises and | 
cies Network, formed in 1938 and} natural territory boundaries. 


now the largest of the networks 


3. Procurement—of such things | 


in number of members, has pro-|as art, photography, product-in- 
duced an impressive presentation | use pictures, publicity photos, in- 


to spotlight network services in 
four fields—research, counseling, 
procurement and supervision. 


s The list of the types of services 
offered in the four fields includes: 


1. Research—covers trade prac-| ervations. 


| copy, 


terviews with celebrities, new em-| 
ployes, testimonials, localized mail | 
lists, dealer tie-in ads, localized| 
media cooperation, parts) 
and assemblies, raw materials and 


| hotel, sport, resort and travel res- 


tices, trade discounts, competitive | 


information, distributors and deal- | 
erships, manufacturers’ agents, 
trade name investigations, mar- 
ket surveys, sales compensation 
and quotas, government regula-_ 


| 
| 


tions, sources of supply and manu-| 


facturing processes. 

2. Consultation—can be ob- 
tained on advertising budgets, past 
marketing experiences, promotion 


| ideas, media results, package de- 


4. Supervision—can be obtained | 
for media checking, dealer dis-| 
plays, dealer cooperation, product | 
testing, sampling crews, market | 
testing, publicity releases, coor- | 
dinated release dates, booths and| 
displays and sales meetings. 


@ These services actually are per-| 


formed. The Trans-America Ad-) 
vertising Agency Network, formed | 
in 1938, like the other networks} 


concentrates 


(List of advertisers in the March Issue continued 
page 11) 


from 


Missouri Division of Resources ana 


Development WEITITTTITIT ITT 176 
ency—Cahleigh R. French and Associates 
Monroe Calculating Machine Co., Inc..... 51 

Agency—H. B. Humphrey, Al ley § Richards, Inc. 
Monsanto Chemical Company 16 
gency —Gardner Advertising Ce 


Nash Motors, Division Nash-Kelvinator 
Corporation, Detroit, Michigan. ....... 
Avency—Geyer, Newell (2 Ganger Incorporated 

N. B. C.—Television 130-131 
Agency— J]. Walter Thompson Company 

National City Bank of New York...... Cev. TV 
Agency — Batten, Barton, Durstine (2 

Osborn, Inc 

National Gypsum Company 

Agency— Batten, Peony Dessting 
Osborn, Inc 

National Life Insurance Co. of Vermont. . 
Agency—Harold Cabot &% Co., Inc 

Nebraska Resources Division......... 

gency — Ayres and Associates, Inc 

New Departure Div. of General 
CNSR CietRs sk ccsccesetcnssccccest ..199 
Agency— Albert Frank —Guenther Lars, 

New England Mutual Life Ins. Co... ..... 30 
Aeency—N Ayer &2 Son, Inc 

New York Life Insurance Co.. ere a 


ai 


Agency—Compton Advertising, Ine. 
New York nay Dept. of ( OMMET EE... « 
Batten, Barton, Durstine * 


¢ 
North American Philips Company, Inc..4. 23 


Agency — Erwin, Wasey §2 Company, Inc 
Stete of North Carolina.............. ++ 165 
Agency— Bennett Advertising, Inc 4 
Olivetti Corporation of America........ v9 
Agency— The Caples Company 
Otis Elevator Company.............5++ ¢ 77 
Agency—G. M Page’ Gongeny 
~—_ 1 Tilford Distillers 
paces cecensesseooes 134, 163, 174 192 
an eb Storm & Klein, Incorporated 
Pittsburgh Plate Glace Ca... .....2s0%% «183 
gency — Maxon, Incorporated 


Portland Cement Association, . 
Roche, Williams Cc 


Agency , Costigan Inc 
Prat-Daniel Pr tee dag aiccuties | Division] 
gency —Hening re Inc 


Guinee Compressor Company... ...... 186 
Aeency—The LW aa. y faa sing ia hey 
Rayb Manh BBRrccccccccccose 20 


The BUFFALO Area Steel industry employs over 35,000 people. 


In total manufacturing employment the number is 183,876, rank- 


ing 10th in the United States. 


In this prosperous market the BUFFALO EVENING NEWS has 
the largest City and Retail Zone Circulation... in fact, the largest 
City and Retail Zone Circulation in New York State outside of 


Greater New York. 


SELL THE NEWS READERS | 


AND YOU SELL 
THE WHOLE BUFFALO MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


WESTERN NEW YO 


KELLY-SMITH CO. 
Notional Representatives 


S GREAT NEWSPAPER 


Agency —Gr Roger 
Reader's ioe luternations! Editions, 
i vents 
J. Walter Thompson Company 
Remington Rand, Incorporated... 10 
Agency, Leeford Advertising 
Revere Copper and Brass, Inc........... 


Agency —St. Georges *2 Keyes, 

Russell, Burdsall & Ward Bolt and oa 
Company... +. Ol 
Apeney- Jame me. 

Sacramento Heartland California... 160 


Agency—Chapin-Damm Advertising 
San Jose Chamber of Commerce 


Agency — Long Advertising Service 

Schenley Import Corporation............ i72 
Agency—The Rlappace Company 

Claude B. Schneible Company. .......... 178 
Agency—Harold W. Jackson Advertising 

BAGWER, BBs ssc ccccccvccocccccvessees - al 


Agency—Ruthraug ‘2 Ryan, Inc 


Simmons Machine Tool Corporation. .... 76 
Agency —Fred Wittner Advertising 

Se BE, BRccccccccccccscesseseee 6 
Agency — The Caples Company 

Speer Carbon Company. ......... 6.65665 484 
Agency—Harard Advertising Co 

Stone & Webster, Ime....... 066.66 ees 60 
Agency— Doremus © Compeny 

J. Watter Thompson Company.........-- 33 

gency —J. Walter Thompson C 
The Todd Company, In 152 


Si) Metll Bedoeen Genpeny 


Agency Cam bel Miksa. Incorporated 
Ds The DENN Be Gtin cpnnceccsccccccscass 128 
Aeency Fedmeel  ddeersioing Arency, In 
Turner Construction Company........... 75 


Agency— Donahue & Co., 


Aeency— J]. M. Mathes, 

Union Pacific Railroad.................. 53 
Agency — The Caples Company 

Ward Leonard Electric Co............... 162 


Agency ‘ames Thomas Chirurg Company, In 
Webster-Chicago Corporation............ 
Agency — Fuller 2 Smith &2 Ross, Inc 
jestingh Electric Corp: 
Lamp Division... .. 6.66666 6660065 158-159 
Agency— Fuller &2 Smuh & Ross, Ine 
Westingh Electric Corp i 
y cones } php bd Obed edocessacocece 141 
Ave Smith Ross, Inc 
Jelins ou. Sone ‘ss Se endécvasesio 184 


Agency D. Tarcher 2 ¢ Inc 
Wie Bs te isk soc occtnds ccceces 197 
Aeency 


J. Walter Thompron Company 

Wyandotte Chemicals Corporation 
Agency— Brooke, Smith, French & Dorrance, Inc 

Young & Rubicam, Inc............... +++127 
Agency— Young (2 Rubicam, Inc 


. where business advertisers 
concentrate for 
concentrated attention. 
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has a file full of examples of how 
inter-agency cooperation has ben- 
efited clients and member agencies 
alike. 

Typical are the following, 
lected at random: 

1. One member solicited an im- 
portant beer account—along with 
27 other agencies. As a result of 
counsel and advice given by a 
network member that had ser- 
viced a beer account for many 
years, the TAAN agency won the 
appointment. 

2. Members have evolved a 
unique copy evaluation plan that 
has been helpful in improving 
creative departments. 

3. As the result of experience 
obtained by one member, the en- 
tire network now is engaged in re- 
search and contact work prior to 
the solicitation of a large national | 
account which no member could) 
hope to land alone. 


se- 


® Even the younger members of 
the network family are active in) 
the promotion of the network idea, 
agency standards and the indivi- 


dual members. 

The Midwestern Advertising 
Agency Network, formed as a 
regional group in 1948, has evolved 
an impressive code of “standards 
of professional practice.” 

The MAAN code contains pro- 
visions banning rebating (and de- 
fines the work in detail); bans 
solicitations which include specu- 
lative material; bans extension of 
credit to clients and the practice 
of hiring personnel from other 
agencies in order to add accounts. 

In addition, the MAAN stand- 
ards provide that payments for 
publication advertising must reach 
the agency before closing date; 
radio and TV time and talent costs 
must be paid in advance; outdoor 
billings are due on the tenth day 
of the month of service, etc. 


@ While the midwestern group is 


one of the youngest networks (and | 


is currently seeking members in 
Detroit, Cincinnati and Louisville), 
possibly the best example of how 
networks get that way is the Na- 
tional Federation of Advertising 


Agencies, currently being organ- 
ized. 

Two Los Angeles agency prin- 
cipals—Byron H. Brown and Ells- 
worth Ross—decided a new net- 
work was needed for smaller ad 
agencies, since many cities have 
been “closed” because of the ex- 
clusive nature of network mem- 
bership. 

They surveyed the country to 
determine acceptance, and incor- 
porated on June 30, 1950. Even- 
tually, the founders expect that 
NFAA will function like the older 
networks, that it will hold meet- 
ings and exchange ideas and re- 
quests. 


@ For the present, 
circularization of a “round-robin” 
letter on agency problems and pro- 
cedures, the appointment of a 
board of governors and similar 
mechanics have occupied most of 
the members’ spare time. But the 
speed with which the newest net- 
work was formed is ample testi- 
mony to the fact that the network 
movement still is virile. 


per Frofits You Can Cash 


however, the 
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NATIONAL ADVERTISING AGENCY NETWORK 


NEW YORK— 
Hazard Advertising Co. 
295 Madison Ave. 
HARTFORD— 
Julian Gross 
11 Asylum St. 
PROVIDENCE— 
George T. Metcalf Co. 
68 S. Main St 
SYRACUSE— 
Flack Advertising Agency 
1110 Hills Bidg. 
YORK, PA.— 
W. H. Long Co 
28 N. Queen St. 
PHILADELPHIA— 
Roland G. E. Uliman Organization 
1015 Chestnut St. 
WILMINGTON— 


Advertising Agency Inc. 


Kalamazoo’s eight great paper mills 
and ten large paper converting plants 
add to this principal industrial center 
of Southwestern Michigan, unusual 
employment stability and purchasing 
power. Sales Management’s 1951 Sur- 
vey of Buying Power shows annual 
buying income of Kalamazoo County 


at $205,853,000 . . . $5,121 per family! 


Now’s the time to “cash” this big, 
well-employed market with “‘A”’ sched- 
ules in the Booth-published Kalamazoo 
Gazette. 45,271 daily net paid gives 
you practically 100% home coverage 
of city zone population! 


The Kalamazoo Gazette 


For new market folder, call— 


j A. H. Kuch, 
110 E. 42nd Street, 
| Murray Hill 6-7232 


| 
The John E. Lutz Co.; 
435 N. Michigan Avenue 


New York 17, New York, — 10 11, Winois, 


uperior 7-4680 | 


one of g Booth Michigan newspapers 


Seow Row 
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John Gilbert Craig Advertising 
913 Washington St. 
WASHINGTON— 
Henry J. Kaufman & Associates 
1419 H St., N. W. 
| GREENVILLE, S. C.— 
Henderson Advertising Agency 
9 W. McBee Ave. 
MARION, O.— 
| Howard Swink Advertising Agency 
372 E. Center St. 


| DAYTON, 0.— 


Hutzler Advertising Agency 

Third National Bidg. 
CLEVELAND— 

Carr Liggett Advertising 

512 NBC Bidg. 

815 Superior Ave 


Wolfe-Jickling-Conkey 

76 W. Adams Ave., W. 
GRAND RAPIDS— 

Webber Advertising Agency 

807 Peoples National Bank Bidg 
PEORIA— 

Mace Advertising Agency 

508 Lehmann Bidg. 


ST. LOUIS— 
Oakleigh R. French & Associates 
4235 Lindell Blvd. 
MEMPHIS— 
Merrill Kremer Inc. 
1711 Exchange Bidg. 
DES MOINES— 
N. A. Winter Advertising Agency 
1106 Paramount Bidg. 
CEDAR RAPIDS— 
Ambro Advertising Agency 
333 Dows Bidg. 
MILWAUKEE— 
Hoffman & York 
808 N. 3rd St. 
MINNEAPOLIS— 
Ray C. Jenkins Advertising Agency 
1240 Builders Exchange 
KANSAS CITY— 
Carter Advertising Agency 
912 Baltimore Ave. 
DENVER— 
Curt Freiberger & Co. 
1439 Court PL 
TULSA— 
White Advertising Agency 
19 W. Tenth St. 
OKLAHOMA CITY— 
White Advertising Agency 
415 Commerce Exchange Bidg 
FORT WORTH— 
Evans & Associates 
Dan Waggoner Bldg. 
LOS ANGELES— 
Ringer & Associates 
3142 Wilshire Blvd. 
SAN FRANCISCO— 
Sidney Garfield & Associates 
45 2nd St. 
OAKLAND— 
Ryder & Ingram Ltd. 
1924 Franklin St. 
TORONTO— 
Ronalds Advertising Agency 
108 Peter St. 
MONTREAL— 
Ronalds Advertising Agency 
701 Keefer Bidg 


TRANS-AMERICA ADVERTISING AGENCY NETWORK 


NEWARK— 
Franklin Fader Co. 
"B05 Broad St 

PHILADELPHIA— 
Buckley Organization 
Lincoln-Liberty Bidg 

ATLANTA— 

Charles A. Rawson & Associates 

223 Peachtree St., N. E. 
CLEVELAND— 

Belden & Hickox 

1900 Euclid Ave. 
CHICAGO— 

M. Glen Miller Advertising 

8 S. Michigan Ave. 

MILWAUKEE— 

Charles Meissner & Associates 
176 W. Wisconsin Ave. 

MINNEAPOLIS— 

Nelson-Willis Inc. 

501 Syndicate Bldg. 


ST. LOUIS— 
| Datche Advertising Co 
710 N. 12th Blvd. 
DENVER— 
Wayne Welch Inc 
612 Security Life Bidg. 
SALT LAKE CITY— 
David W. Evans Advertising Agency 
427 Wasatch Oil Bidg 
SAN ANTONIO— 
Pitluk Advertising Co. 
123 Auditorium Circle 
SAN DIEGO— 
Phillips-Ramsey Co. 
604 First National Bldg. 
LOS ANGELES— 
Darwin H. Clark Advertising 
} 1139 W. 6th St. 
| SAN FRANCISCO— 
| A. L. Adkins Co 
55 New Montgomery 
SEATTLE— 
Frederick E. Baker & Associates 
Joseph Vance Bidg. 
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MIDWESTERN ADVERTISING AGENCY NETWORK 


COLUMBUS, 0.— 
Kelly & Lamb Advertising Agency 
897 Higgs Ave. 
CLEVELAND— 
Ohio Advertising Agency 
2300 Payne Ave. 
TOLEDO— 
Barton Alexander Advertssing 
Ohio Bidg. 
SAGINAW, MICH.— 
Advertising Associates 
910 Lapeer 


INDIANAPOLIS— 
Fred W. Lahr Advertising Agency 
915 N. Pennsylvania 
CHICAGO— 
Allan J. Copeland Advertising 
179 W. Washington 
ST. LOUIS— 
Roman Advertising Co. 
721 Olive St. 
MINNEAPOLIS— 
Chester A. Gile Advertising 
910 Andrus Bldg. 


NATIONAL FEDERATION OF ADVERTISING AGENCIES 


BOSTON 

Arnold & Co 

262 Washington St. 
ATTLEBORO, MASS.— 
Blaine Co. 

56 S. Main St 
ITHACA, N. Y.— 

Taylor M. Ward Inc 
131 E. Buffalo St. 
PHILADELPHIA— 

Nat M. Kolker Advertising Agency 
Empire Bldg. 

13th & Walnut Sts 
BALTIMORE— 

Speed & Co. 

101 E. Redwood St 
FORT LAUDERDALE— 
Gil Sayward Associates 
25 W. Broward Blvd. 
CINCINNATI— 

William F. Holland Agency 
2530 Auburn Ave. 
INDIANAPOLIS 

G. A. Saas & Co 

407 Guaranty Bidg 
TERRE HAUTE, IND.— 
Pollyea Inc. 

670 Cherry St 

FORT WAYNE, IND.— 
Staley Advertising Agency 
1725 E. State Blvd. 
DETROIT— 
Hershey-Paxton Co 
2930 W. Grand Blvd 


SAGINAW— 
Advertising Associates 
910 Lapeer 
MILWAUKEE— 
Robert W. Maercklein Advertising 
808 N. 3rd St. 
COUNCIL BLUFFS, IA.— 
Town Crier Agency 
305 Wickham Bidg. 
DES MOINES— 
Cary-Hill Inc. 
908-910 Liberty Bldg. 
ST. LOUIS— 
Roman Advertising Co 
721 Olive St. 
TOPEKA— 
Harvey Advertising Agency 
119 E. 8th 
WICHITA— 
Associated Advertising Agency 
228%. N. Market 
DENVER— 
Edward Wolf & Associates 
Kittredge Bidg. 
SALT LAKE CITY— 
Cooper & Crowe 
260 E. Ist South 
LOS ANGELES— 
Byron H. Brown & Staff 
3719 Wilshire Bivd. 
LOS ANGELES— 
Elisworth Ross Agency 
3719 Wilshire Blvd 
SAN FRANCISCO— 
Gerth-Pacific Advertising Agency 
604 Mission St 


Need a Good Film Spot.. 


AT A MODERATE PRICE TO FIT A LOW BUDGET? 


FILMACK can make it, as 


they're doing for hundreds of 
advertisers the country over. FILM 
For 35 years FILMACK has SPOTS | 
produced top-quality film titles with 
and messages for theatres and AUDIO 
agencies. Experience counts. Our 
staff, complete lab, sound studio 
and camera equipment can save you AS LOW AS 
time and money. 8 Sec. $50 
Send in your copy for estimate. 20 Sec. $80 
Our low prices will surprise you. 1 Minute $150 


Filmack Studios 


1335 SOUTH WABASH AVENUE «+ CHICAGO 5, ILLINOIS 


YOUR COPY... 


—_ 
<S &? Moe 


~ 


Sy “2 Ay 


SPACE ORDER for... 


Automotive N 
an 


The Annual Year Book of the Industry 


* LAST FORMS CLOSE APRIL 4. 


® Delivered to regular subscribers with the April 28 issue. 


@ The ideal medium for products and services used in America's 
No. 1 industry because: 


@ It's the year-round reference book of the men who make the 
buying decisions. It features the authentic information they 
need to know: 


Cor and Truck Messfecterer’s 
Production Directory 
Figures 
Comparative Photos of 
Registration Industry 
Information Leaders 
Cars in Many Other 
Operation Facts and 
Data Figures 


PENOBSCOT BUILDING bd DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York — Edward Kruspak, Advertising Manager, 51 E. 42nd St., Murray Hill 7-687! 
Chicago — J. Goldstein, Western Manager, 360 N. Michigan Ave., State 2-6273 
Los Angeles—R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg., Woodward 3-0495 
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Calls Jordan's Copy 
‘Instinctive Collection’ 

To the Editor: Hooray for Ned 
Jordan, but don’t let him kid you 
on this matter of statistics. 

Jordan made his statistical an- 
alysis of the human race a long 
time ago, and determined that it 
consists entirely of people. 

His statistical breakdown showed 
that these people like to eat, drink, 
make love, get rich, and feel im- 


portant—but hate to work and 
| 


hate to think. 
What more do you need or want? 
The wonderful thing about 
“Somewhere West of Laramie” is 
that it’s gibberish—an instinctive 
selection of imagination-tickling 
symbols, loosely strung together in 
a good gutsy rhythm. 
Intellectual content, 


nil. Emo- 


"i selected 
GAS 


|... because it has the larg- 
est circulation—both in total 
_ copies and in copies to gas 
company readers. We get 
/ maximum effectiveness 
' from our advertising be- 
| cause 92% of the circula- 
tion is to individual gas 
company men,”’ 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


| tional content, 100%. Promotional ; 


soundness—well, look at the rec- 
ord. 


or work it out with a slide rule? 


| Yeah. Sure. Just as easily as you 


could teach Kipling how to write 
“The Road to Mandalay,” or teach 
Jack London how to write “The 
| Call of the Wild,” or teach Cole 
| Porter how to write “Night and 
Day,” or—teach Jordan how to 
| conceive and sell a Playboy. 
| Research and statistics are great 
| stuff for defining a market, but 
there’s a lot of difference between 
describing a rabbit and catching 
one, Or mathematically analyzing 
the potentialities in a trout fly, 
and then persuading the trout to 
accept your analysis. 
DAVE EROWN, 
Rochester, N. Y. 


oe e > 
Palm & Patterson Billed 
$1,000,000 in 1951 

To the Editor: We noticed with 
interest the publication, in your 
Feb. 25 issue, of a tabulation of 
agency billings. 

We have been privileged to par- 
ticipate in this in past years, but 
do not believe that we received 
any questionnaire or report form 
for the calendar year of 1951. 

As we believe that this is a very 
worth while project, we wish we 
might have been included, since 


cess of $1,000,000 in 1951. 
A. C. PALM, 

President, Palm & Patterson, 

Cleveland. 

Two letters went to every agency 
listed in the Standard Advertising 
Register—including Palm & Pat- 
terson—requesting information for 
the Feb. 25 billings issue. AA may 
be able to report, in a subsequent 
issue, on any agencies that were 
missed. 

* + * 


‘Name Calling’—in the 
$4,500,000 Suit Stage? 


11, it seems to me you have made 
a pretty fair case for your editorial 
impartiality and breadth of view- 
point. 


this agency billed slightly in ex-| 


To the Editor: Anent your lead-| 
ing editorial, ADVERTISING AGE Feb. | 


My query is, “Is all of this Duane 
Jones yack and yammer news as 


of now when it seems to be pretty 
Can you teach this in textbooks, | 


well resolved into the name-call- 
ing and ’tis and ’tain’t status?” 
H. H. Fawcett, 

Harwood Hoyt Fawcett, Trans- 

it Advertising, San Diego, Cal. 

It seems clear that the filing of 
a $4,500,000 suit goes a little be- 
yond the status of mere name-call- 
ing. 

® © . 

Gear Worry Is Serious, 
Reader Tells Creative Man 

To the Editor: Rarely do I take 
issue with your departmental 
viewpoints, and never have I dis- 
agreed to the poin: of action until 
now. I think your Creative Man 
failed to tag second base on Feb. 
11. 


In his discussion of Vinco’s Wor- 
rier, the Man discussed the rela- 
tive importance of gears and the 
federal tax situation. From a de- 
tached point of view perhaps the 
five billion dollar tax increase, or 
the Communist threat, either one 
is more important than a little 
backlash or binding in a gear. But 
they don’t keep many people 
awake nights. Perhaps it’s be- 
cause people save their feelings 
until election day. 

Now let’s look at gears. You’d 
be surprised to learn, Mr. Man, 
how small the backlash can be 
and still cause trouble. It can keep 
a switch from operating properly 
—and a radar installation fails. 
Or a production machine indexes 
improperly and turns out a barrel 
of rejects. Or a radio circuit fails 
and the transmitter burns up. Or 
a propeller pitch changes and a 
plane crashes. 

Problems like these actually are 
tied in with things like the back- 
lash and binding that you make 
sound so trivial, Mr. Creative Man. 

And you think design and de- 
velopment engineers and produc- 


| tion men don’t lie awake at night 


thinking about such things? Oh, 
but they do! 

They do because such problems 
are part of their everyday life. 
Their jobs and livelihoods can de- 
pend on how they solve the prob- 
lems. The problems are real and 
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personal, Mr. Creative Man, to aaward from Motor Trend. 


lot of people. 

And selling is personal, too, is 
it not? And the best sales ap- 
proach is one that fills a need or 
solves a problem? Well, then—? 

N. H. Hate, 

Advertising Manager, Sunnen 

Products Co., St. Louis. 


Spots an Apt Headline 

To the Editor: “...Location is 
important.” What an inspired 
headline for the enclosed ad taken 
from the Indianapolis Star Maga- 
zine Section of Sunday, Feb. 17. 

These morticians certainly had 
“location” in mind when they se- 


is important 


Our (cowemmat lcones om beawtite: Fell 
Loeet beolewerd between Merde sat 
[tenon helps bor em cede thy, degerived nary 


adi a 


lected their site. Just around the 
corner from the hospital and di- 
rectly across a small creek from an 
insurance company. 

Yes...in their business I im- 
agine location is important. 

E. S. O'NEILL, 
Sales Department, Real Silk 
Hosiery Mills, Indianapolis. 
a e © 


Jumps to Defense of 
Chrysler's Award Ad 

To the Editor (attention The 
Creative Man): I have read your 
column with interest (although 
not always in agreement) for quite 
some time but have not felt moved 
to write until you panned Chrysler 
for playing up its engineering 


You have not stated where this 
advertisement was used and this 
would have some bearing on your 
arguments against it. In Ladies’ 
Home Journal, everything you 
say would be true. But in maga- 
zines aimed largely at the male 
audience, I think this would be an 
excellent ad. 

Motor Trend is not strictly a 
hot rodder’s magazine. I read it 
and do not consider myself in the 
hot rod class. It is written for 
probably the most critical group of 
automotive engineering and per- 
formance people in the country 
and speaks with some authority 
in tests of the type mentioned. The 
ton-mile is probably familiar to 
more people than you think, with 
all the publicity given the Grand 
Canyon economy runs. The other 
terms may be less familiar but 
may be easily checked by anyone 
who is interested. The main thing 
is that Chrysler has excelled other 


Fate-Root-Heath Co., 


American cars in these categories 
|in impartial tests made by a pub- 
lication chiefly concerned with 
such matters. 

| The publication is respectable 
|and well established; you may be 
| sure Chrysler checked on that be- 
fore publishing such an ad. They 
undoubtedly have other ads show- 
}ing the upholstery, big windows, 
etc., that sell the ladies, but per- 
| formance sells the men. 

Tuomas F. Roor, 
Advertising Manager, The 
Ply- 
mouth Locomotive Works Di- 
vision, Plymouth, O. 


Adman Who Lost Equitable 
Praises AA's Report 

To the Editor: We are gratified 
by ADVERTISING AGe’s fair presen- 
tation of our recent press state- 
ment, and want you to know that 
we appreciate the fact that your 
publication considered the facts 
more interesting than a sensational 
“expose” treatment. 

C. V. PARKINSON, 
C. V. Parkinson Associates 
Inc., New York. 


Admen Go Below the Surface 
for Working Knowledge 
To the Editor: For many years, 


we have seen illustrations in Ap- 


| VERTISING AGE of advertising men 


enjoying (with highballs in hand) 


. and because GAS has 


More complete coverage of the 
-oillion. dollar gas utility and 
pipeline industry. 


° 


> its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact. 


> Circulation Verification is Two- 
Fold. 96.53% Verified by C.C.A. 
for list accuracy. 93% Verified 
for Readership by independent 
oudit 


> Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership 


> More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


> A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry 


> Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage. 


Complete Statistics and Case 


Radio Advertising 
can be tested... 


nd its e 
vin advance! 


ki 


fe 


Histories of Suc- 


cessful Campaigns available upon request. Check 


John Blair for time availabilities. 


ct predicted 


a whole. Columbus 


CENTRAL OHIO’S ONLY 


Get the most from radio budgets by testing first 
in a market area which is typical of the nation as 


and Central Ohio offers eco- 


nomical and effective testing for new products and 
new methods of selling established products. Na- 
tional advertisers have already proven this. 


WBNS radio is the perfect choice for accurately 
testing this typical area. WBNS has more listeners 
than any other radio station in Central Ohio. . . 
the facilities to cooperate with advertisers and their 
agencies . . . diversified top-rated programming . . . 
and listeners who have proved they react to new 
ideas in measurable ways. 


ASK JOHN BLAIR 


POWER 
WBNS — 5,000 
WELD-FM—53,000 
COLUMBUS, OHIO 


OUTLET 
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the pleasures of cocktail parties, 
posing with beautiful models and, | 
occasionally, proudly displaying a 
prize fish caught in the warm sun- 
shine of tropical areas. Perhaps, | 
as a complete change of pace, you 
might want to use one that shows 
two Detroit industrial admen in| 
circumstances just about as far) 
from the “huckster life” as it is 
possible to get. 


The enclosed snapshots, taken | 


early this month, are of H. A. 
Harty (left) and me in front of) 
the shaft house of one of the copper | 
mines of Calumet and Hecla Con- 


solidated Copper Co. at Calumet 
in Michigan’s Upper Peninsula. 
Mr. Harty is advertising manage: 
of this company and its Wolverine 
tube division and Calumet divi- 
sion. My organization is the agency 
for these three accounts. 

We had just returned from a 


four-hour trip in the mine where, | 
with only our miner’s cap lights | 


to guide us, we “slogged” along 
drifts, slid down slopes, climbed 
ladders, rode in the skip and, in 
general, got a full-fledged work- 
out to show us every detail of 


what goes on underground. A few 


minutes before this picture was 
taken we were more than a half- 
mile below the surface. 

I might mention that these pic- 


tures were taken somewhat hur- | 
riedly since the surface tempera- 


ture was sub-zero and a strong 
wind had the snow (of which there 


was plenty) biting into our faces. | 


They do, however, serve as a rec- 
ord of en experience that, we be- 


lieve, almost no other advertising | 


men have ever had. 
CHaARLEs M. Gray, 
Charles M. Gray and Asso- 
ciates, Detroit. 


Asks What's to Be Gained 
by Direct Mail Check 
To the Editor: The J. Walter 
Thompson agency is now spending 
its own good money trying to make 
a “first class citizen” out of direct | 
mail. This statement was made by 
John R. McAlpine in his Boston 
speech reported in your issue of 
Jan. 28. In that speech he em- 
phasized the need to check the) 
“readership” of circular matter. | 
I wonder what there is te be 
gained by a readership test in di- 
rect mail. I can see where a $10,- | 
000 magazine spread without a| 
coupon needs this particular yard- | 
stick, but in direct mail you have 
a yardstick which is infinitely | 
more reliable. I refer to the order | 
form and inquiry card. 
But suppose Mr. McAlpine has | 
his way, and finds out that 98% | 
of women customers read a de-| 
partment store letter—(the other | 
2 women are in the hospital with | 
their 2 new babies) ; 50% of Chev- | 
rolet owners read a Ford circular; 
30% read a Book-of-the-Month 
Club solicitation, but only 5% of 
agency space buyers read the fort- | 
nightly brochure sent out by the 
“National Bugle”... 
Then how would you explain 
this wide discrepancy in reader- 
ship? What do these percentages | 
mean without knowing the history | 
behind them? Suppose 25% instead 
of 5% could be made to read the! 
“Bugle” broadside; how do we 


know that these readers have the) 
final authority to buy advertising 
| space? And what shall we do with 
our army of beautiful secretaries 
who protect the boss against third 
class matter? 

What’s more, how can a poor 
| percentage of readership tell us 
| whether the list is to blame, or the 
offer, or the format of the mailing 
piece? 
| Mr. McAlpine is on safer ground 
|when he tells us to experiment 

|with different envelope styles, 
| sizes, colors—or even with the size 
;of mail-box slots. But the right 
| formats, or the right machinery in 
a mailing house will never do away 
j}with the basic difficulty that 
plagues the mail industry, and 
gives it a black eye. It is just this: 

Direct mail is being used as a 
mass advertising tool instead of a 
personal sales and promotion tool. 
It is carrying a burden that be- 
longs to mass media. Direct mail 
was never meant to screen readers, 
but to address itself to readers who 
have already been screened by 
other media. 


My own experience tells me| 
that mail users can safely dispense | 


that eat up every last cent of pro-| 
fit. What’s more, even the real,| 
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a diploma from Madison Ave., nor , their agencies. 
from Gallup, Nielsen & Co. It does 
with 50% of their suspect lists | need fair, intelligent, and selective | 
treatment by mass advertisers and | 


M. A. POLLEN, 
M. A. Pollen, Direct Advertis- 
ing, New York. 


honest-to-God prospects should 
never get the same form letter. The 
right prospect as well as customer 
lists should be classified—and a 
message must be written to fit! 
each classification. 

Furthermore, if the message in-| 
volves a big sale, and has to reach | 
Mr. Big himself, then it’s foolish | 
to talk or to cry about an extra | 
le¢ worth of postage. That message | 
should be delivered by registered | 
mail, or by Western Union, or by | 
a gentleman who hands out court 
summonses—or in any other way | 
that will get to the boss’s private | 
desk and side-step the beautiful 
secretary. 

No, I’m afraid that I can’t go) 
along with the J. W. Thompson | 
agency that wants to “lift” direct | 
mail to the status of a mass medi- | 


SOMEBODY’S SECRETARY ... 


by POST-HALL SYNDICATE 


YES, T KNOW THE AD POST-HALL,OF COURSE ! 
MANAGER |S PLANNING A THEY SPECIALIZE IN LOW- 
COMIC-TYPE ADVERTISING / COST PICTURE BOOKLETS 
BOOKLET-- BUT WHO'S / FOR ADVERTISING... 
DOING iT FOR US? HANDLE THE COMPLETE 
JOB FROM SCRIPT IDEA 
TO PRINTED BOOKLET! 


um. Direct mail doesn’t need to! 
be elevated to the “dignity” of a| 
Milton Berle Hour. It doesn’t need | 


FREE SAMPLE BOOKLETS AVAILABLE FROM THE ABOVE ADDRESS 


TED TELEPHONE DP 


A promotional. 
your service or 


“WHERE TO BUY 


Your Lacal Danier Gis Adres: |. 
1 Dealer is Modress |. 
AL 


Your Lota! Dealer His Agdress 
LOCAL 


Yow Local Dedler His Adoress 
‘our Lee Deatey Mis Ageres: | 
Ou Mel Sealer His Address _ 
MH Gealer fey Acidres, 


wettage tor 
Product. 


Mis Ad@rets | * 


MiS Address 


How to put your dealers 
in this sales spotlight 


Le porte TRADE MARK SERVICE in the 
‘yellow pages’ of the telephone direc- 
tory puts the sales spotlight right on your 


dealers. 


Here’s concrete evidence: In a survey of 
4750 dealers made in 100 communities in 


36 states, 91% said Trade Mark 
Service was valuable as a sales 
builder—that they wanted manu- 
facturers of branded products to 
continue offering this dealer iden- 


tification plan. 


Dealers think so well of Trade Mark 
Service that 91% also voted to have manu- 
facturers’ netleniil advertising use tie-in 
references referring readers to their dealer 
listings in the Classified. This helps localize 
national advertising. 


Dealers are strong for Trade Mark 
Service. Why? Their experience has 
proved that it really puts them in 
the sales spotlight . . . that it helps 
build business right in their own 
communities. 
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Court Upholds 
Food and Drug’s 
‘Squeeze Play’ 


Los ANGELES, Feb. 28—The Food 
and Drug Administration's teeth 
were sharpened today by an ap- 
peals court decision legalizing 
what has come to be known as the 
“squeeze play.” 

Under this gimmick, Food and 
Drug seizes products on 
grounds that the labels do not pre- 
scribe dosages for treatment of all 
the illnesses mentioned in adver- 
tisements for the product. 

Alberty Food Products, Holly- 
wood, had argued in the federal 
court of appeals in Los Angeles 
that drug advertising is solely the 
responsibility of the Federal Trade 
Commission. 


® But the court said labels must, 


among other things, state the pur- 
poses and conditions for which the 
drug was intended. The court said 
the ads are an indication of the 
ranufacturer’s intention. In ef- 
fect, the court held, “if it’s in the 
ad, it must be on the label.” 


" “It is not sufficient that the 
*| contain a minimum of in- 
mation,” the court said. “To 


permit the operation of such an 
@é@cape valve would render the 
@ims and purposes of labeling re- 
QBirements nugatory.” 

‘As a_ practical matter,” the 
court observed, “adequate labeling 
places no burden on those moti- 
Vated by an honest belief that the 

ims made for their drug will 
accomplished by its use. .. 

Slt is not the truth or falsity of 

literature and advertising 
Which is challenged. It is merely 
oC the information communi- 
ed by means of the label ade- 
@Bately describes the diseases or 
GOnditions for which the drug was 
iatended.” 
. 


Schools Start Experiments 
on Special-Purpose Comics 
*An experiment on the use of 
»cial-purpose comics for telling 
blic service stories is under way 
the New York University Work- 
op on the Cartoon Narrative, 
ith the cooperation of the Car- 
toonists and Illustrators School. 
The project aims (1) at experi- 
menting in the comics medium, (2) 
to train writers and artists in the 
use of the medium, and (3) to af- 
ford an opportunity to social agen- 
cies to learn how to use the medi- 
um. The project was made pos- 
sible by a research grant to NYU 
by Puck—The Comic Weekly. 


Des Moines Agency Names 
Two Execs, Moves Office 

Ben J. Gibson, formerly publi- 
city director of the 1951 United 
Defense Fund campaign in Iowa, 
has been named copy director of 
Cary-Hill Ine., Des Moines agen- 
ey. Richard D. Yort, formerly a 
copy staff member, has been pro- 
moted to director of marketing 
and research 

The agency recently moved to 
larger quarters in the AIB Bldg. 


Angelique Names Jones Co. 

Angelique & Co., Wilton, Conn., 
previously a direct advertiser, has 
appointed Duane Jones Co., New 
York, to handle advertising for its 
fragrance lines, Black Satin, White 
Satin and Gold Satin. 


Trilling Appoints Lieberman 
Herbert Lieberman, formerly a 
partner in Barclay Advertising, 
has been appointed advertising 
and sales promotion manager of 
Trilling & Montague, Philadelphia 
major appliance distributor. 


‘Argosy’ Promotes Bugbee 

Luther Bugbee Jr., assistant 
newsstand sales manager, has 
been promoted to newsstand sales 
manager for Popular Publications 
and Argosy. 


the} 


SOMETHING OLD, SOMETHING NEW 


1% LANCASTER COUNTY SOLID MAPLE 
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largest furniture mokers, will run this 
American Home and May Better Homes 


Something Wonderful 


FURNITURE 
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SPRING PROMOTION—Consider H. Willett Inc., Louisville, one of the nation’s 


ad in the March House Beautful, April 
& Gardens. Willett also hos added The 


Saturday Evening Post for monthly half-pages this spring. 


WASHINGTON, Feb. 27—Regular 
broadcasts of racing news has got 
12 radio and three TV stations in 
trouble with the Federal Com- 
munications Commission. 

The FCC today held up license 
applications and renewals because 
the stations have broadcast horse 


in the afternoon. 
said, may result “in over-all pro-| 


with operation in the public in- 
terest.” 

FCC also said, “We believe it is} 
clear that the broadcasting of in- 
formation pertaining to horse rac- 
ing or any other sporting event in 
a manner making it susceptible 
of use as an aid in illegal gambling 
presents a serious question 
whether the station involved is 
being operated in the public inter- 
est.” 


@ Two of the three TV stations 
challenged by the commission are 
in New York City: WPIX, the 
Daily News station, and WJZ-TV, 
the American Broadcasting Co. 
outlet. The third is KLAC-TV, Los 
Angeles. 

Broadcast stations involved are 
KJBS, KSAN and KYA, San Fran- 
cisco; KWKW, Pasadena; KMTR, 
Los Angeles; WMIE and WWPB- 
FM, Miami; WNBX, New York; 
KVSM, San Mateo; WWBZ, Vine- 
land, N. J.; WRIB, Providence; 
WGPA, Bethlehem, Pa., and WITH, 
Baltimore. 

The rash of horse race cases 
stemmed, FCC said, from a sur- 
vey of racing news programming 
conducted early in 1951. 


@ FCC said it is concerned with 
stations which appear to be pre- 
senting racing news in great detail 
each afternoon. 

In citing each station's license 
for hearing, FCC said it wanted to 
determine whether there are any 
arrangements with sponsors over 
the method of handling this news. 

It will also investigate arrange- 


ments or commitments, “if any,” 


FCC Delays Licenses and Renewals of 12 AM 
and Three TV Stations Carrying Race News 


| with persons engaged in iilegal 
gambling activities. 

Meanwhile, FCC renewed two 
licenses which had been held up 
as a result of earlier attacks on 
horse race news. 

In granting renewals to WANN, 
Annapolis, and WMEX, Boston, 


racing news during fixed periods| FCC said both stations had vol- 


| untarily discontinued their racing 


Such broadcasts, the commission | News service. 


gramming balance _ inconsistent | Zenith Asks | 64 


to Approve Plan 


for Phonevision 


WASHINGTON, Feb. 27—Zenith 
Radio Corp. took the first steps 
toward a showdown on subscrip- 
|tion television today by asking 
| the Federal Communications Com- 
| mission to amend its rules so that 
TV stations could offer “pay-as- 
you-see” service. 

Zenith’s action undoubtedly will 
|be supported by several other 
| firms which are interested in sub- 

scription TV, and will eventually 
| lead to a full-scale hearing on the 
| legality of paid-audience plans. 

Previously, Zenith has been per- 
|mitted to conduct experimental 
Phonevision telecasts in Chicago, 
|to determine whether subscrip- 
tion TV is practical. 


|@ In authorizing the experimental 
| broadcasts, however, FCC warned 
|that the plan might represent a 
|“common carrier” service which 
leannot be authorized on TV fre- 
quencies which have been ear- 
marked for broadcast purposes. 

| Zenith’s petition today will force 
| FCC to reach a finding on the is- 
sue. Before making a ruling, how- 
ever, FCC must still call a hearing, 
| fix a date, and consider the argu- 
;ments of proponents and oppo- 
nents. 

Meanwhile, FCC announced to- 
day that it is postponing its hear- 
ing on theater television from 
| March 10 to May 5. FCC said the 

|postponement is necessary be- 
| cause it is “engaged in other mat- 
ters.” 
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Selling Management on Ad Budget 
Is All-Year Job, Says Sawyer 


New York, Feb. 28—“Advertis-| 
ing people should think big about 
advertising—bigger than manage- 
ment. Being in advertising, believ- 
ing in advertising, knowing what 
advertising can do, they should be 
ahead of management in planning) 
ways to make use of advertising. 

“But no management wants to 
spend money for advertising,” 
Howard G. Sawyer, v.p. of James 
Thomas Chirurg Co., told mem- 
bers of the t. f. Club here. “Man- 
agement will spend money to gain 
benefits that advertising can de- 
liver. It’s the job of the advertising 
man to visualize what those bene- 
fits are. 

“You've got to have facts and 
figures about advertising to dem- 
onstrate that it can deliver the 
benefits you believe it will de- 
liver,” Mr. Sawyer said. “The time 
to start selling management on ad- 
vertising is exactly 364 days be- 
fore the budget is to be submitted. 
That is, one day after the previous 
budget was okayed. 


s “We talk a lot about advertising 
as a form of long-range selling. 
Conditioning the market, we call 
it. 

“Well, our market,” Mr. Sawyer 


told the business paper space 
salesmen, “the agency’s, the ad 
manager’s, and the media rep’s 


market, is our top management. 
Yet the only time many of us ever 
try to do a real sales job on top 
management is when we have a 
new budget. 

“That’s not long-range selling. 
We wouldn't advertise our goods 
that way. 

“When we advertise our goods 
to a market, we set up our objec- 
tives and lay out our plan of strat- 
egy and schedule our series of 
promotional events well in ad- 
vance of the time we hope to make 
the sale. That’s what we should 
do to sell top management on a 
budget. 


@ “The first step in determining 
the appropriation is to pre-condi- 
tion the customer, in this case, 
the brass. Of course, there's a big 
story to tell, and sometimes, if the 
management, as it often is, is pro- 


| tising that they 


duction-minded rather than sales- 
minded, it’s necessary to go back} 
to fundamentals. 

“You have to tell them that ad- 
vertising is a part of marketing,” 
Mr. Sawyer said. “You have to ex- 
plain to them that advertising is 
much more than just ‘keeping the 
name in front of the public.’ Then 
there’s the story of the five steps 
to a sale, or ten steps, or however 
many you want to pick. 


“On the story of brand prefer-| 


ence, management has to be shown | 


that brand preference is the big- 
gest factor in marketing. 

“Elementary? Sure. But appar- 
ently top management needs to 
have it explained, because not 
many companies are doing the 
amount and the quality of adver- 
really need in 
order to make the most sales at 
lowest cost.” 


® Edmund J. Shea, Chirurg’s me- 
dia director, took up the subject 
at this point and discussed build- 
ing a plan and arriving at a budg- 
et. He outlined what an agency 
can do to help an ad manager’s 
planning. 

G. A. Frye, Chirurg’s v.p. and 
New York general manager, ex- 
plained how the agency presents 
an advertising program to a client. 
He gave some practical illustra- 
tions of what was done in the case 
of Worthington Pump & Machinery 
Corp. 

“It may surprise you,” he said, 
“that the media story occupies 
such a minor position in the plan. 
The reason is that, though sup- 
ported by media, we do not try to 
sell media. We sell plans. Media 
are only what the term indicates, 
methods for carrying out the plans 


s “I’m sure that is the way you as 
business paper representatives 
want it, too,” Mr. Frye said. “You'd 
rather have us sell advertising, not 
space. If we can sell advertising, 
then you'll get the space. 

“Actually,” Mr. Frye said, ““me- 
dia problems ar: more often a 
question of dollars, not of selec- 
tion. Selection is normally a mat- 
ter for discussion between agency 
and advertising department. The 
media sections of our plans give 
the arguments in favor of our se- 
lections, but when we talk to man- 
agement, it’s dollars we're after, 
not pages. 

“Our job is to show our clients 
why they should make better use 
of the power of advertising by do- 
ing better advertising and, if need 
be, more advertising.” 


Appoints Turner Advertising 
Motorola-Chicago Co., local dis- 
tributor for Motorola Inc., has 
named Turner Advertising Agency 
to handle its account, effective 
Feb. 25. The account formerly was 
handled by Gourfain-Cobb Adver- 
tising Agency. Motorola-Chicago 
puts about one-fourth of its ad 
budget into newspapers, radio 
spots and 24-sheet posters. The re- 
mainder is spent cooperatively in 
newspapers with its dealers. 


Wherry Elected Exec V.P. 

Larry Wherry, account execu- 
tive, has been elected executive 
v.p. of Sherman & Marquette, Chi- 
cago agency. 


HOLLYWOOD HOSTS—Don Belding, Foote, Cone and Belding, and his wife, Alice 
(right), host Mrs. Philip Liebmann (left) and her husband, at a cocktail party in 


the Brown Derby, Hollywood. Mr 
Brooklyn, was o 


Liebmann, president of Liebmann Breweries, 


Hollywood visitor. 
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NEAL ADAIR 

New York, Feb. 26—Neal G. 
Adair, 65, editor of Motor since 
1948, died Feb. 22 after a brief 
illness. 

Born in Wallingford, Vt., Mr. 
Adair became a reporter on the 
Herald-News, Passaic, N. J., and 
shortly afterward was made city 
editor. Later he moved to the As-| 
sociated Press staff here. In 1919, 
he joined Motor World, a weekly, 
as news editor, later becoming! 
editor. 

In 1924 he became sales devel- 
opment manager of Motor & Ac- 
cessory Mfrs. Assn. This was later 
merged with the Motor & Equip- 
ment Assn. Mr. Adair developed 
marketing plans for that group. 

In 1929 he became managing 
editor of Motor, founded by the| 
late William Randolph Hearst as) 
a general motoring publication. It) 
was made a business paper about) 
the time Mr. Adair joined it. He| 
also edited Motor’s “Automotive | 
Wholesaling,” a marketing guide. 


ROBERT D. TOWNE 

AMBLER, Pa., Feb. 26—Robert 
D. Towne, 86, formerly a publisher 
and editor, died at his home here 
Sunday after a long illness. 

A graduate of St. Lawrence 
University, Mr. Towne became a 
Universa’.st minister before en- 
tering the newspaper business. In 
1898, he founded the Daily Sun of 
Lewiston, Me., and two years later 
joined the Newark Evening News 
as an editorial writer. 

In 1905, he became editor of 
Judge, a comic weekly, and was 
president of Judge Co. before he 
resigned in 1908 after buying con- 
trol of the Daily Tribune, Scran- 
ton, Pa. Later he bought the 
Scranton Republican and Truth 
and merged the three newspapers 
as the Tribune-Republican. In 
1915, Mr. Towne founded the 
Scranton Daily News. Later he 
was associated with the North. 
American in Philadelphia and then 
with the Evening Ledger. 


METZ B. HAYES 

Penn YAN, N. Y., Feb. 27—Metz | 
B. Hayes, 81, New. England man- 
ager of Macfadden Publications, 
died here Feb. 21 after a brief ill- 
ness. 

Born in Deerfield, Pa., Mr. 
Hayes joined Outing in 1890, where 
he remained for ten years. For a 
brief period he was with Leslie’s 
Popular Monthly before returning 
to Outing as publisher. He then re- 
joined Leslie’s as salesman—the 
magazine in the meantime having 
been changed to American Maga- 
zine. Subsequently, he was associ- 
ated with Scientific American and 
later Recreation, of which he be- 
came publisher. 

Mr. Hayes joined Macfadden as 
New England representative in 
1917 and remained there until his 
death. He was a member of the 
Advertising Club of Boston. 


MOSELEY TAYLOR 

New York, Feb. 26—Moseley 
Taylor, 57, New York representa- 
tive of the Boston Globe, died 
yesterday in a local hospital. He 
was seemingly recovering from an 
attack of pneumonia before suffer- 
ing a sudden relapse. 

Mr. Taylor was the son of Wil- 
liam O. Taylor, president of Globe 
Newspaper Co. During World War 
I, Moseley Taylor was a British 
naval aviator and received the 
Navy Cross from the U. S. gevern- 
ment. After the war, he took his 
BS. degree at Harvard, and joined 
the Boston Globe as an advertising 
representative. 


GEORGE R. OSBORNE 
Toronto, Feb. 26—George Rob- 
ert Osborne, 84, who once pub- 
lished several Canadian newspa- 
pers, died here recently. 
Mr. Osborne established the 
North Bay Nugget in the 1890s, and 


subsequently published the Matta- 
wa News, Buckingham Post, Oak- 
ville Record and Midland Times. 
He had resided in Toronto since 
his retirement in 1940. 


GEORGE R. GWINN 

Littte Rock, ArK., Feb. 26— 
George R. Gwinn, 57, for the past 
three years a member of the ad- 
vertising staff of the Arkansas 
Democrat here, died suddenly Feb. 
20. 


JAMES W. CURRAN 

Sau.r Ste. Marie, Onrt., Feb. 26 
—James W. Curran, 87, owner of 
the Star here since 1901, has died 
after a long illness. 


BAYARD LEE EARLY 

Buiuerietp, W. Va., Feb. 26—| 
Bayard Lee Early, 67, secretary) 
and business manager of the Daily 
Telegraph Printing Co., died here | 
Friday. Daily Telegraph Printing 
Co. publishes the Bluefield Daily | 
Telegraph and Sunset News. | 


SET CAMPAIGN—Executives of Griesedieck Western Brewery Co., St. Louis, and 
Erwin, Wasey & Co., Chicago, meet in Chicago to plan a campaign to introduce 
the brewery’s Hyde Park 75's new six-pack carton of beer in returnable bottles. 
Shown here with a sample carton ond newspaper layouts are (left to right) Joe 
Benge, agency account executive; Frank B. Griesedieck, ad ger of the 
brewery; Lorry R. Northrup and Don Avery, the agency's general manager and 
art director, respectively. Newspaper, outdoor, radio and car card advertising 
will be used beginning March 3. 
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| WINN J. ELLER 
Forest Hits, L. I., Feb. 28 
Winn J. Eller, 50, for the past year 
advertising director of Park East, 
died Feb. 25 of a heart attack 
at his home here. 
Born in Minneapolis, Mr. Etler 

was at one time advertising direc- 
| tor of the New York Post. He also 
had been on the advertising staffs 
of the New York Sun and The 
American Weekly, and had been 
associated with newspapers in 
| Pittsburgh and Baltimore. 
' 
| Schwerin Promotes Three 
| William Kalan, sales manager, 
|and Raymond K. Maneval, direc- 
|tor of promotion, have been elec- 
| ted v.p.s in charge of client rela- 
| tions and of production, respec- 
tively, for Schwerin Research 
Corp., New York. Assistant sales 
manager Donald H. McCollum has 
been advanced to sales manager. 


|WMAY Joins NBC-AM 

| WMAY, Springfield, Ill, has af- 
filiated with the radio network of 
National Broadcasting Co. 


MILTON GRANNE has been a salesman, 
Eastern sales manager for Blatz Brewing Co., 
independent distributor, marketing consultant 
to many companies. In recent years he has 
specialized in sales training and retail promotions. 


Cuestrer THomson, recently sales promotion 
director of Calvert Distillers Corporation , has 
a wide background in sales research and 
marketing , and is experienced in coordinating 
advertising , promotion and display. 


gents who follow throug 


Einson-Freeman makes very good displays. Our sophisticated 


customers send paid telegrams, phone long d 


original container in Ida, O! 


we decided to do something about it. Finally 
we did... Herewith we announce our new 


Department of Display Appreciation, com 


They keep the display in their offices, and show all their friends 
... Then they just send it out. Forget all about it! And the display 


we sweat blood over sometimes ends up catching cobwebs in its 


This customer characteristic has irked us like 


a sprung sacroiliac, for years and years. Finally 


istance, to tell us so. 


petently curatored by 


Messrs. Granne and Thomson . .. who are dedicated not to selling 


displays, but selling Display! (They may take an order, if pressed.) 


Are your salesmen infatuated with advertising innovations 


such as television and LIFE magazine? ... Does your fact sheet on 


display merely mention shipping weight and 


dimensions?... . Are your dealers dull-eyed, sl 


pay?...Do you use display to get orders? Deals: 


Choice shelf space: Drinks on the house:...1 


you buy displays by the pound, or low bid: .. . 


Do you give a damn about display: . .. Ther 


Ww 


=. 


Jo 
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phone, wire or carrier pigeon our DDA! Book an appomtment 


Einson-Freeman Co., inc. 
Doing-all-right Display Lithographers 


with Messrs. Thomson or Granne ... They will survey your 
situation, analyze your problem, get down to the nuts and bolts, 
tie up the whole ball of wax for your salesmen! They will even 


follow through!... What more can you ask? Or want? 


Starr & Borden Avenues, Long Island City, New York 
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Like advertising agencies... all orchestra seats 
cost you the same—but some are better than others. 


YOUNG & RUBICAM, INC. 


Advertising © NewYork Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City london 
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‘Tt Won't Sell,’ They Told Markus; 
But Mogen David Defied the Experts 


Sacramental Uses 
Now Account for 
Only 3% of Sales 


On Sept. 23, 1947, at 5:17 p.m., Henry 
A. Markus left his office, walked slowly 
back into the Wine Corp. of America 
storage room, opened the drain cocks on 
all the vats in sight and let 40,000 gallons 
of wine flow into the Chicago sewers. 

No one challenged Mr. Markus’ right 
to pour 40,000 gallons of wine down the 
drain (although the government had some 
ideas about taxes), since Mr. Markus 
happens to be vice-president of the com- 
pany. 

But some of his friends and business 
associates shook their heads sadly when 
he announced his decision, not only to 
dispose of the wine, but at the same time 
to kill off a brand name—Barloma—which 
he had spent hundreds of thousands of 
dollars to promote. 


s For Mr. Markus, the decision was a 
gamble—but it was a well-calculated one. 
And, as the past seven years have proved, 
it was the most profitable single decision 
that he ever made. 

Why did he do it? 

“It was like this,’ Mr. Markus will tell 
you. “I was in Rock Island several weeks 
earlier on a sales trip. Every time I take 
such a trip I stop in restaurants that serve 
wine and ask for our brand. It’s a good 
way to find out what people think about 
your product. 

“One night in Rock Island I asked for 
Barloma—any variety would do. just so 
it was Barloma. The waitress muttered 
some sort of an apology. They didn’t hap- 
pen to have Barloma, she said. But they 
did have a wonderful wine that they 
recommended highly. It’s name? Mogen 
David. 


s “Frankly,” Mr. Markus will add, study- 
ing his cigar, “I was a bit surprised. We 
had been spending money to promote 
Barloma but we hadn't spent a cent on 
Mogen David. 

“After dinner, I walked around town, 
visiting bars and drug stores. In almost 
every place, I found Mogen David. And 
the bartenders and druggists all agreed 
that it was selling well. 

“In Peoria, on the same trip, I met a 
jobber who wouldn’t buy any Barloma, 
but who wanted 50 cases of Mogen David 
—and 50 cases is a lot of wine! 

“When I came back to Chicago and be- 
gan analyzing sales records, I found that 
while Barloma was just holding its own, 
Mogen David sales were moving up. 

“The answer was obvious—promote 
Mogen David. But we didn’t have enough 
room for Mogen David, so I had to get 
rid of the Barloma. It’s a little hard to 
sell 40,000 gallons of wine at a single 
crack. So,” Mr. Markus concludes, “I 
poured it out.” 

The development of Mogen David—like 


ete 


MOGEN DAVID ON TV—Henry Markus, right, 
v.p. of Wine Corp. of America, with John 
McQuade, who plays “Charlie Wild, Pri- 
vate Detective” on the company’s half- 
hour weekly TV show. 


the mushroom growth of Wine Corp. of 
America—was no accident, however. If 
there was any “secret” involved, it was a 
willingness to take a risk at the proper 
time. 

This willingness of the Wine Corp. of 
America’s owners to take a chance ex- 
tends back to the day the company was 
organized, in 1933. 

Until 1933, Max Cohen, president of 
Wine Corp. of America, had been a wine 
dealer in Chicago, representing L. M. Mar- 
tin, a California winery. During the pro- 
hibition period, the wines were sold al- 
most entirely to synagogs and churches 
for sacramental purposes, or to drug 
stores as medicinal preparations. 

In 1933, Max Cohen and Henry Mar- 
kus, his brother-in-law, decided to open 
their own wine business. This was about 
six months before prohibition was re- 
pealed. 

The two partners borrowed $1,500 on 
jewels owned by Max Cohen's wife, and 
this—together with $3,500 advanced by a 
friend—‘was sufficient to pay the deposit 
on 50 barrels of wine. 


= “We found a vacant spot for our com- 
pany on the sixth floor at 444 W. Grand 
here in Chicago,” Mr. Markus recalls. 
“We paid our first month’s rent of $45, 
moved the barrels upstairs and started 
bottling and selling wine, almost all of it 
to drug stores.” 

Although 1933 was qa depression year, 
the partners felt that it was an encourag- 
ing time to start in the wine business. “We 
had from three to six months’ head start 
and, after all,’ Henry Markus observes, 
“you might as well start in business when 
you’re on an equal basis with everyone 
else.” 

Prospective customers were hard to 
find in the early days. No one knew who 
was planning to go into the wholesale 
liquor business. 

In order to get the company established, 


Package Emphasis or Not?: Woolf 
Check-List for Letter-Writing 


therefore, the partners spent an important 
share of their time talking to druggists, 
chambers of commerce, real estate agents, 
tobacco jobbers and drug wholesalers to 
line up future liquor wholesalers to dis- 
tribute the company’s wine in the mid- 
western states, 

“Then,” Henry Markus recalls, “we had 
to wait until November to find out what 
the local laws would be and what kind of 
regulations we would have to operate 
under.” 

During this period, Mr. Markus studied 
the legal picture so intensively that law- 
yers in the industry still ask his advice 
on regulations established during the 
early days of repeal, or they will turn to 
him for background information on such 
subjects. 


8 In 1934, the company became a bonded 
winery and continued as a bottler until 
1940, when Wine Corp. of America began 
to manufacture its own wine. 

Progress was slow in the early days. 
There was a great deal of competition 
and rules were being changed constantly 
in the various local communities. More- 
over, the company handled literally doz- 
ens of varieties of wines, most of them 
from California’s vineyards. 

Almost from the beginning, however, 
Max Cohen and Henry Markus had an 
idea that some day they would find a wine 
that people really liked and wanted. They 
implemented that idea by conducting in- 
numerable informal “taste tests” in the 
course of their sales calls. 

Although wines made from the vini- 
fera-type grapes grown in California were 
most popular, the company also handled 
some wines made from eastern grapes— 
usually Concords. 


® Despite the fact that eastern wines have 
long been considered inferior to the wines 
of California by connoisseurs, Henry Mar- 
kus slowly became convinced that a sweet, 
heavy-bodied wine with an alcoholic con- 
tent of less than 12% was a “natural” for 
mass consumption. 

Most of the wine which fit this descrip- 
tion came from the northeastern states— 
principally New York—where it had been 
made from Concord grapes and bottled 
for many decades. 

Retailers, however, couldn’t be con- 
vinced that such a wine could be sold, ex- 
cept for use as a sacramental wine. And 
Wine Corp. of America wasn’t large 
enough to spend what it would cost to 
prove that a sweet, heavy-bodied Ameri- 
can wine could achieve general popularity. 


s During the war years, the company 
grew slowly and continued to promote 
the Barloma brands until 1947, when 
Mogen David began to sell itself. 

First advertising for Mogen David was 
an outdoor poster in Chicago. It cost $50 
and was placed by the Irvin Myerson 
Agency, which has since placed all of the 
company’s space and outdoor advertising 
(Weiss & Geller handles TV and radio). 

The total Mogen David ad budget for 
1947—the first full year in which the 
product was advertised—was $50,000. In 
1952, Wine Corp. will spend more than 
$1,000,000 in promoting Mogen David. 

Sales have set the pace. They jumped 


Pitfalls of Economic Education 


Wanted: New Way to Sell Autos on TV 


400% from 1947 to 1948. The business 
doubled from 1948 to 1949. Sales rose 
another 33% in 1950, and increased still 
another 28% in 1951. 

The gallonage figures tell the story: 


| ee aor 75,000 gallons 
RSet! Were 120,000 gallons 
SI eI. bicisicsnenennsntinasincetees 350,000 gallons 
1948-1949 1,200,000 gallons 
I  sinisacadcacanatenne 2,000,000 gallons 
1950-1951 .... 3,000,000 gallons 
OE tapsstcianiicncine 5,000,000 gallons* 


*Estimated. 


® Mogen David’s 1951 gain of 28%, inci- 
dentally, was made in the face of a 22% 
decline in total U.S. wine sales. And 
Henry Markus confidently predicts that 
Mogen David sales will rise another 25% 
in 1952. ““You may not agree, but I’m co 
vinced we haven’t even scratched the su 
face,” he told AA's reporter, “especial 
in the East and in the Far West.” 

In state after state in the Midwest, M 
gen David is moving rapidly ahead. F 
example, about 25% of all wine sold 
Missouri in 1951 was Mogen David; t 
brand has about 10% of the market 
Wisconsin; it was first introduced 
Michigan a year ago and now is in seco 
place, and in Ohio, where all other bran 
registered sales declines in °51, Mog 
David was up 85%. Even in Iowa, whe 
the company hasn't spent a cent on pr 
motion, sales have increased 25% eac 
year since 1947. 


@ The brand name was selected in 193 
Mr. Markus says that Mogen David w 
the choice because the company want 
a name that the average Jewish consum 


YOU'LL NEVER KNOW—Typical of the latest 
Mogen David newspaper copy is this car- 
toon-type insertion plugging the slogan, 
“You'll never know ’til you try, how 
thoroughly enjoyable wine can really be.” 
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would remember. And Mogen David 
seemed ideal, since it means the six- 
pointed star or shield of David (or, now, 
be the flag of Israel). 

; : The name, in fact, was somewhat of a 
a: handicap when the company began pro 
moting the wine. Liquor dealers and bar- 
tenders would protest: “A Jewish wine? 
But we have no Jewish trade here.” Net 
result was a simple, but effective pre-sell- 
ing operation, in which customers, bar- 
tenders and liquor retailers were invited 
to sample the wine. More often than not, 
customers would say they liked the wine 
and even help the salesman sell the dealer 
on stocking it. 


Wine Corp. of 
newspa- 


be e At the present time, 

America is getting a large-scale 

per ad campaign under way in such cities 

tS as Buffalo, Milwaukee, Jacksonville, .Den- 

Fo ver, Sacramento, Boston and Seattle. 

- Full-page ads were used to spearhead 
; the drive and are being followed by a 
: weekly series of 450-line cartoon ads. 

Three-color window streamers, die-cut 

counter cards, merchandising aids and a 

ge complete sales promotion kit for salesmen 

also are being employed. 
Theme of the latest drive is, “You 
2 will never know till you try.” However, 
it will not displace the Mogen David slo- 
gan, “Wine just like grandma used to 
™ make,” which has been used since the 


a was introduced. 


TERS FEATURE STAR—Almost half of Wine 
p. of America’s advertising budget is 
»oted to outdoor posters. Ever since the 
mpany first used posters, the outdoor 
Boe crtising has been characterized by the 
Wrge Mogen David (the star or shield of 
David) and an illustration of the bottle. 
An addition to newspapers, the company 
will continue its $500,000-a-year cam- 
ign in outdoor posters in all sections of 
2 country and a similar half-million 
dollar budget in television, most of which 
@rrently is spent on “Charlie Wild, De- 
tective,” live 30-minute show now seen 
"in 42 TV cities. The television budget is 
expected to be increased during 1952. 
Painted walls will carry the Mogen 
David message in some 13 cities, and 
spectacuiars in St. Louis, Detroit, Mem- 
phis and Milwaukee will be maintained 
by the company 
The type of promotion varies according 
s to the market. in Kansas City, for ex- 
ample, where wine copy cannot appear in 
newspapers, the outdoor effort is a bit 
heavier. Conversely, in markets where it 
is impossible to use posters, newspapers 
carry the load. 
Today, Mr. Markus’ principal concern 
is how he is going to get more floor space 


Employe Communications... 


By Rospert Newcoms AnD MArG SAMMONS 

Thomas R. Reid is the large and af- 
fable director of information, govern- 
mental affairs, Ford Motor Co. at Dear- 
born. Normally he deals gently, and with 
sympathy and understanding, with the 
communications problems of management. 
When it comes to discussing employe 
economic education, however, Mr. Reid 
moves in and fractures it 

At the recent pow-wow of the Ameri- 
can Management Assn. on personnel, ob- 


for the operation. The $2,000,000 plant in 
Chicago—which now has an annual 10,- 
000,000-gallon capacity—will be expanded 
again beginning in April, 1952. And there 
are tentative plans for a new winery in 
Paw Paw, Mich. 

The Chicago winery (“We set up shop 
in Chicago primarily because we hap- 
pened to live here,” Mr. Markus explains) 
is one of the most modern operations of 
its type anywhere in the world. A total of 
four men, with the assistance of four full- 
time chemists, handle all phases of wine 
manufacture—fermentation, sweetening, 
blending, clarifying, refrigeration, filter- 
ing, aging, preheating and polishing. 

Only when the wine reaches the point 
where it is bottled hot do other hands take 
over. And here, too, the packaging and 
shipping departments are completely 
mechanized. 


® Since the wine still carries the word 
“kosher” on the label, two Orthodox 
Jewish rabbis supervise production and 
bottling. The biblical conditions still ap- 
ply. For example, the giant redwood vats 
must be cleansed seven times with hot 
water (although a “special dispensation” 
permits the company to use steam). 

Even though only 3% of the total sales 
are devoted to sacramental uses (Roman 
Catholic and Episcopalian, as well as 
Jewish), Mr. Markus intends to maintain 
kosher standards. Incidentally, when an 
attempt was made to modernize the label, 
sales actually dropped and customers pro- 
tested vociferously. 

The effect of Mogen [vid’s sales 
growth has been felt not only in retail 
liquor stores, but also in the entire Con- 
cord grape growing industry. When Mo- 
gen David entered the field, for example, 
Concord grapes were selling for $10-$15 
a ton, with almost the entire production 
going into grape juice and jellies. Today, 
with Wine Corp. bidding vigorously for 
the crop—it was about 20% of eastern 
Concord grapes—the price ranges from 
$100 to $120 a ton. 


® How does it feel to have a product 
whose sales potential seems virtually un- 
limited? AA put the question to Mr. Mar- 
kus. 

“Frankly,” he replied, “I feel that we 
have it coming to us, in a way. We have 
really worked for it. And we've taken 
some big gambles. After all, how many 
people have risked everything they had 
on one decision?” 

Mr. Markus leaned forward and told 
AA's reporter: “You may be wondering 
what I would do if Mogen David ever 
starts to slip. I don’t think it will, but 
I'm prepared for that emregency. 

“You see,” he said softly, “we have 
another wine formula which has had an 
even better response in recent consumer 
taste tests than Mogen David. Unfor- 
tunately, we'll be on allocation with Mo- 
gen David by May. But if we ever have 
the space...” 

It isn’t too difficult to imagine Mr. 
Markus some day sending another 40,000 
gallons of wine down the drain. 


, Pitfalls of Economic Education 


server Reid listed seven sins of economic 
education programs. Here, in necessarily 
capsuled form, they are: 

1. Management launches economic edu- 
cation programs in a “cold climate.” 
These programs can succeed only if a 
good atmosphere of human relations al- 
ready exists in a company. 


® 2. Management has the wrong point of 
view. Programs are designed in terms of 
what management thinks should appeal 
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The Creative Man’‘s Corner... 


most practitioners. 


achievements.” 


we are vouchsafed. 


‘Excesses of Movie Ads 
Find a Defender 


SOLDIERS OF Rae See SHOOTING THE ae 


The liberal use of sexual implication in movie advertising—in both copy 
and illustration; the suggestion of conflict and dangerous living; the over- 
emphatic adjective and the lurid artwork 
this particular phase of advertising an undeniable degree of contempt from 


Yet The Corner has frequently wondered, 
movie advertising doesn’t succeed more than most advertising in achieving 
that much-to-be-striven-for end of reader identification. 
legitimate objects of men’s thoughts,” 
reverse to be equally true. He also wrote that 
And the motion picture, 
us to project ourselves harmlessly into exciting situations that are seldom 
our everyday lot. Our imagined exploits are much more colorful and dramatic 
than the thousand and one dull encounters with reality that most of us suffer 
daily. Hence the appeal of the story, the motion picture and the play, each in 
its way, stimulates the imagination, gives it something to feed upon to satisfy 
the normal human hunger for a life fuller and more satisfying than the one 


wrote Moore, and we may assume the 


If this is true of the medium, should it not be true of the advertising? As for 
the over-emphatic adjective, who among us has not sinned—frequently—with 
terrifics and fantastics and absolutely 
honest, is seldom more lurid than our own day dreams. And the ten thousand 
thundering hooves, the bloodthirsty wolf packs and the harem throbbing with 
passion are promises generally fulfilled by the product. How many products 
of steel and aluminum, protein and carbohydrates, fulfill as well the promises 
made for them in more sedate Bodoni, Garamond and Caslon? 

The Corner enjoys movie advertising. He feels it has its excesses. But, by 
and large, those excesses seem more pardonable than excesses committed in 
the name of soaps and cereals, television sets and proprietary panaceas. After 
all, the prospect does not gain possession of the actual film. He buys and re- 
ceives stimulation, excitement, release and escape. And these are beyond the 
evaluation of the most stupendous, gigantic and colossal adjective. 


var 
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-all this has drawn down upon 


in contemplative moments, if 
“Women are the 


“we live in our desires, not our 
like the theater or the book, enables 


tops? The lurid artwork if we are 
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to employes. To succeed, programs must 
be believed and accepted by those to 
whom management is talking. 

3. Management “tells before it asks.” 
Any effective program of human rela- 
tions should recognize that the wants of 
management and workers may be differ- 
ent, and should try to find out first what 
employes thir.** and want. Employe at- 
titude surveys have been found effective. 

4. Management buys the “sugar coat- 
ing” of the program, but fails to accept 
the pill underneath. Too often, manage- 
ments have rushed into such programs 


without asking themselves what was in- 
volved. When there appeared to be some 
bitter mixed with the sweet, they became 
disillusioned and dropped the whole busi- 
ness before it could be given a fair trial. 


#5. Employe economic education pro- 
grams don’t come in pretty packages with 
a neat blue ribbon. There is no such 
thing as a packaged program equally good 
(for your company and mine), and the 
company which thinks it can buy one off 
the rack is making a very serious mistake. 

6. Management often kids itself about 
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the results it is getting. Too many people 
in management say: “Sure our program 
is a tremendous success. Everybody liked 
it, and nobody walked out. Therefore it 
must be right.” An employe education 
program is not complete unless some 
provision is made for checking up on how 
much employes are absorbing from the 
course. 

7. Employe economic education is not 
a one-shot proposition. It is a constant, 
continuing job that will be successful only 
if it is followed through. Once under- 
taken, the pressure can’t be lessened for 
a moment if the program is to succeed. 


® As each day passes, more and more 
people enter the field of employer-em- 


Salesense in Advertising ... 


ploye communications. They may enter 
through the advertising gate, or the pub- 
lic relations gate; however it’s done, they 
suddenly find themselves facing the grim 
need of presenting their employer's story 
quickly and acceptably to employes. This 
is no cinch. It is, in fact, unlikely that the 
job can be done quickly. There is, in 
many cases, considerable doubt that it 
can be done at all. 

Novices can take to heart the caution 
signals flashed by Tom Reid. Words by 
themselves, he says, are not enough. “If 
private enterprise cannot demonstrate in 
practical, day-to-day results that it can 
meet the needs and wants of our people,” 
he adds, “then words signify nothing.” 

That’s plain enough for anybody. 


Perhaps It’s a Kindergarten Question, 
But Do You Know the Answer? 


By James D. Woo.r 


When should the trade name of a 
product appear conspicuously in the head- 
line of an advertisement? When should it 
be played down, or even omitted entirely 
from display type anywhere in the ad- 
vertisement? When 
should a picture of the 
package dominate the 
advertisement? When 
should the package be 
relegated to a minor 
spot at or near the bot- 
tom of the space, or 
left out altogether? 

There seems to be 
no agreement on this 
general question, even 
among admen of great experience. I have 
participated in many group meetings in 
which equally able practitioners of our 
difficult art stoutly defended opposite 
views in a given situation. I am referring 
here, of course, to general advertising, 
either national or regional, and not to the 
advertising of retail stores and other local 
outlets. 


Jim Woolf 


s I have before me two ads of competing 
products, both half pages and both ap- 
pearing currently in weekly magazines. 
The Bromo-Seltzer ad not only spotlights 
the bottle prominently in two colors, 
black and purple-blue, but it punches up 
the trade name twice again in the same 
glaring purple-blue. The Bayer aspirin 
ad, as against this, does not include a 
picture of the bottle or package; more- 
over, the trade name is given strong dis- 
play only at the extreme bottom of the 
space. Another medical product, Tums, 
goes even further than Bromo-Seltzer in 
billboarding its trade name. Its gigantic 
vertical logotype, nine inches high, com- 
pletely dominates the half-page space. 

It would appear that the architects of 
these three advertisements of closely re- 
lated products do not see eye to eye on 
the always puzzling problem of how most 
effectively to capture reader interest. Al- 
though it is quite likely that these three 
campaigns have their sights adjusted to 
slightly different objectives, it must be 
true that one of them in principle is more 
effective than the other two. It must be 
true, that is, if we in the business have a 


principle. 


® Possibly to most admen the question is 
largely: academic and not of very great 
importance. Certainly there is no con- 
formity. Examine the ads in any maga- 
zine for proof of this. In the same issue 
of Life I find an Old Forester color page, 
displaying a picture of the bottle ten 
inches high, competing with a Calvert Re- 
serve color page in which the bottle is 


relegated to a modest little spot in the 
lower left-hand corner of the space. The 
area of both pages is approximately 114 
square inches. Old Forester devotes 100 
square inches of this area to a smashing 
display of the product; Calvert Reserve 
gives roughly 14 square inches to its bot- 
tle and trade name and 100 square inches 
to pictures and text calculated to give the 
reader a hankering. Here are two com- 
pletely diverse approaches to the reader, 
two opposite strategies. Which principle 
is better, or is each in its own way as 
effective as the other? 

Take food advertising. Before me is a 
Campbell’s soup full-color page in which 
the can is displayed, almost out of sight, 
in a circular picture not much larger than 
a silver dollar. This is the only trade 
name identification in the entire adver- 
tisement; nowhere else, except in one ob- 
scure 5-point caption, is the Campbell 
name to be found. As against this, I find 
scores of food ads (the Heinz pages and 
spreads, for example) that seem to rely 
heavily on conspicuous package and name 
display. 


s But even more interesting evidence of 
the confusion that prevails is seen in the 
advertising of beauty aids. The Pond’s 
dry skin cream campaign, said to be suc- 
cessful, is completely editorial in style; 
the jar is not pictured and the trade 
name appears only in body copy. And the 
highly effective Pond’s cold cream cam- 
paign (‘“She’s Engaged! She’s Lovely! She 
uses Pond’s!”) rarely displays a jar much 
larger than a silver quarter. The current 
page, featuring the Marchioness of Mil- 
ford Haven, makes no mention of the 
product name in any of its several lines of 
display type. The Noxzema skin cream 
pages, reportedly successful, do not in- 
clude a picture of the jar; the only visual 
identification is a very small logotype in- 
conspicuously displayed. Just the opposite 
strategy is used by other beauty aids. Halo 
shampoo, for example, hides its light 
under no bushel; not a second is wasted 
in telling the reader that Halo is what 
the ad is all about. Before me is a half 
page for Dial soap that completely re- 
verses the Pond’s procedure: At the very 
top of the space is a picture of a cake of 
the soap in its wrapper, and the first two 
words in the headline are “Dial Soap.” 
At the bottom of the ad is the omnipresent 
beautiful gal. 


s And so it goes. Glider brushless shave 
cream (“For the One Man in 7 Who 
Shaves Daily”) pins its faith on straight 
reader copy, whereas some if not all com- 
petitive brands rely on flashy package 
and name display. A current Motorola TV 
color page is almost completely “blind”; 


the reader must look twice to find the ad’s 
unassuming little logotype. Not so big as 
your little finger is the logotype in a re- 
cent double-spread for the Plymouth car, 
and almost equally obscure is the logo- 
type in Zenith’s two-color page adver- 
tising its hearing aids. Felso spells out 
its name in letters almost three inches 
high in conjunction with a picture of the 
package half as big as your hat. 

Do admen have any convictions on the 
question suggested here? Are they guided 
by a book of rules that dictate the correct 
procedure in any given situation? Are 
there certain philosophical considerations, 
definite and clearly understood, that lead 
us infallibly to the right decision? 

I tend to the belief that the advertising 
profession has developed no dependable 
philosophy on this question. I believe 
there are many situations in advertising 
that get the brutal Felso treatment when 
the editorial Pond’s style would do a bet- 
ter job. And vice versa. Certainly, as I 
have already stated, there is no general 
agreement in the brotherhood. 

It is easy to argue that the question is 
not important. The fact is that both 
styles of advertising seem to work. Yet— 
depending on the product and the sales 
situation in which it finds itself—it must 
be that there are at least shades of dif- 
ference in effectiveness of one style as 
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against the other. And surely no adver- 
tising man in his right senses will contend 
that “shades of difference” are not of 
tremendous importance. 


@ The question posed in this article is 
only one of many about which we know 
so very, very little. In a profession that is 
still wearing rompers there is far too 
much complacency today. Not long ago 
an old friend of mine, an agency execu- 
tive, told me that he had occasionally 
heard this célumn criticized on the ground 
that it often dealt with kindergarten sub- 
jects. With this my friend did not agree. 
“There is so much we don't know,” he 
said, “about what will work and what 
won't. After 30 years in the business I 
still have no real convictions on ques- 
tions we used to kick around when I 
first got into advertising.” 

Long copy vs. short copy, “heart ap- 
peal” vs. “head appeal,” little-space fre- 
quency vs. big-space infrequency, enter- 
tainment devices vs. straight sell, and 
scores of equally “simple” grade-school 
subjects I shall continue to explore in 
this department. I propose the question 
outlined in this article as one that is es- 
pecially worthy of attention. I have some 
notions on the subject that I shall sub- 
mit in a later article for consideration of 
my readers. 


The Eye and Ear Department... 


Change Indicated 


Some months ago, The Eye and Ear De- 
partment commented upon the courage of 
various well-established TV programs in 
changing their format. Among the most 
notable of these were Ed Sullivan's “Toast 
of the Town” and Fred Waring’s show, 
both on CBS-TV Sunday nights — the 
former from 8 to 9, the latter from 9 to 
10. Both of these shows had a well and 
strongly established pattern. “Toast of 
the Town,” in addition, had achieved a 
top audience rating. 

After several weeks of viewing, The 
Eye and Ear Department would like to 
opine that — regardless of current ratings 
— Sullivan’s change was much more for- 
tunate than Waring’s. Waring’s show, in 
this department’s opinion, has lost much 
of the character it once had. It appears 
almost formless, ‘‘Toast of the Town,” on 
the other hand, with its introduction of 


well-known personalities who have ma 
contributions of one kind and another 
our culture, has increased noticeably 
stature. It has added to its high degree 
entertainment an equally high degree 
inspiration. 

The GE commercials on the Wari 
show as well as the Lincoln-Mercu 
commercials on the Sullivan show ha 
shown no change whatsoever, for eith 
better or worse. The GE commercials, 
this department's opinion, remain bett 
than the Lincoln-Mercury commercials 
which still look remarkably like all oth 
commercials for motor cars. In fact, 
seems about time somebody found sor 
new way to sell autos on TV. This repr 
sents absolutely no change in The E 
and Ear Department's views concerni 
automobile commercials — as regul 
readers of this column may recognize. 


Mail Order and Direct Mail Clinic... 


Letters Should Make a Good Impression 


By Wuirt NorTtHMORE SCHULTZ 

I'll wager the overwhelming majority 
of American business today is trans- 
acted through correspondence. 

If that’s true it’s highly important that 
all us (secretaries please take note) un- 
derstand the ABCs of letter writing. 

A reader recently sent along ten rules 
which, he reports, guide International 
Business Machines Corp. in its corre- 
spondence. 

Here are the tenets, and the comments 
in parentheses are mine: 

1. Certainly every letter leaving your 
office should be carefully proofread. Er- 
rors corrected. Then the letter neatly and 
legibly signed. (Here's a tip: Read your 
letter backwards—finish to beginning— 
and you'll be able to spot errors much 
quicker.) 

2. Observe punctuation. Watch word 
divisions and spelling. (Whatever became 
of those compulsory courses we used to 
take in spelling when we were young- 
sters? Still taught? I wonder.) 

3. Check the intensity of typewriter 
impressions. Make sure they're evenly 


shaded, giving letters that neat, even ap- 
pearance. 

4. Adjust typewriters to the individual's 
touch so punctuation marks don’t perfo- 
rate the paper. (Less experienced typists 
strike keys with too much force.) 


= 5. Keep type clean. (That's easy, and 
cleaning should be done daily. Remember, 
your letters are your good will ambas- 
sadors and your salesmen.) 

6. Use quality ribbons and change them 
often. (Ribbon manufacturers are making 
the messy job of changing ribbons easier. 
But there must be still an easier way.) 

7. Watch those erasures! When you use 
your eraser use it deftly and neatly. 

8. Avoid strikeovers. They’re inexcusa- 
ble. (Amen!) 

9. Attempt to keep the right hand mar- 
gins even. Learn to obey that cheerful 
bell signal! Such caution keeps your 
letters neater. 

10. Make certain indentions are uniform 
throughout for date, paragraphs, signa- 
ture line and closing. 
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Information for Advertisers 


4271. New 
Paper Production. 

E. I. du Pont de Nemours & Co. 
offers a new technical bulletin 
called “Neoprene Treated Paper.” 
It describes the properties—nota- 
bly wet strength, internal bond 


No. 


and impact strength, and chemical | ? 
;ence being women, 


resistance—that can be obtained 
by adding a small percentage of 
neoprene rubber latex to the paper 
pulp. Among dozens of potential 
uses for such paper, the bulletin 
suggests it for box liners, bond 
paper, book paper, cover stock, 
container board, label paper, litho- 
graphic paper, sign paper, etc. 


No. 4274. Many Business Uses for 

Recording Tape. 

“Sound Ideas for Business and 
Industry with Scotch Recording 
Tape” is an informative new book- 
let offered by Minnesota Mining 
& Mfg. Co. it tells how tape re- 
cording can be used for temporary 
records, for sales training pro- 
grams, in time and motion studies, 
in recording radio programs for 
play-back, in taking the place of 
written correspondence, in “can- 
ning” successful sales talks, etc. 

any additional ideas will suggest 

emselves to readers. 


No. 4276. New Maps for Detroit. 

) Walker & Co. offers two newly- 
fevised maps for Detroit, one giv- 
fg income-areas broken down in 


Development in| 


No. 4278. Baseball for Men Only? | 
In a new brochure, “The For- 
gotten Fifty Per Cent of Radio’s 
Baseball Audience,” Station 
WMCA offers the results of a spe- 
cial Pulse survey, showing that 
radio listenership is only 50% 
male—the other half of the audi- 
teeners, and 
children. Obvious conclusion: 
Male-appeal programming is not 
essential in using baseball time. 


No. 4279. New Labeling Manual. 

Pointing out that impulse buy-| 
ing of foods accounts for 66.6% of 
sales in supermarkets today, Pais-| 
ley Products Inc. offers a new bul- 
letin, “Round Container Labeling,” 
telling how proper labeling ad- 
hesives and labeling methods can 
assist in improving display value, 
etc. The bulletin deals with all 
forms of round container labeling, 
with a description of methods and 
machines. 


No. 4280. Canadian Coverage. 
Canadian Home Journal offers 
its most recent “Detailed Circula- 
tion Analysis,” giving breakdown 
by provinces, cities, towns and 
villages. Data is arranged for 
either quick comprehension of the 
over-all picture, or detailed study. 


| 


No. 4282. What Buyers Like to 
Read in Ads. | 
Do salesmen refer to their com- 


pany’s advertisements in business 


@x classifications, from over $6,- 
@00 to under $2,999—and the other 
owing traffic lights. The point 
the traffic light map is that, 
traffic is being more and more} 
wed down and stopped, more} 
ading time is available for out- 
yr advertising messages. 


‘200 E. Illinois St., Chicago 11, Ml. 


pNote: Inquiries for the items listed above will not be serviced beyond April 14. 
USE COUPON TO OBTAIN INFORMATION 
eaders Service Dept., ADVERTISING AGB 


Please send me the following (insert number of each item wanted 


papers? Do readers of ads respond 
directly or do they wait for the 
salesman to call? What do buyers 
like to read in ads? These are} 
among the questions answered in 
a study recently completed and of- 
fered by Machine and Tool Blue 
Book. 


STATE 


wt 
serve eA 
\ 


a fart of your 
i 


SALES DEPARTMENT 


SPECTACU 
ELECTRICS 


“A. A. REACHES MEN AT 


| its Eastern sales staff. 


MYRTLE BARNARD - CARMEN TAYLOR 


Rates: 
lines (maximum—two) 30 letters and 


THE ADVERTISING MARKET PLACE 


90¢ per line, minimum charge $3.60. 


Cash with order. Figure all cap 
spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


ADVERTISING SPACE SALESMAN 
Wanted by one of America’s leading trade 
papers who is looking for man to add to 
Successful space 
selling experience is essential. We will 
keep your confidence naturally. Write 
us fully 

Box 4332, ADVERTISING AGE, 
801 Second Ave., New York, 17, N. Y. 
YOUNG ASSISTANT 
TO ACCOUNT EXECUTIVE 


Do you have some (even though limited) | 
(perhaps | 


experience in agency work 
you've been a trainee)? Do you aspire to 
copy-contact work, beginning as a “cub” 
under guidance of busy account man? 
Small 4-A Chicago agency wants top-grade 
aspirant. We don't have time to train a 
raw-from-college beginner. But if you've 
had a year, or several, of orientation in 
agency work, you can spread your wings 
fast in our small organization. You can 
do copy, layout, contact, “art directing’, 
production and research in a single day, 
under experienced supervision. However, 
you must also be willing to do humble 
“spade” work—run “errands”, do field 
research, minor jobs as you learn. Please 
detail your background fully—education, 
experience, interests in school and since, 
marital and draft status, and minimum 
salary requirements. 

Address Box 4333, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 

EL 


PERSONN 
All types of positions for men and women, 
185 N. Wabash FR 2-0115 Chicago 


AGENCY PRODUCTION MAN 

This man is agency employed - perhaps as 
an assistant. Should be experienced 
enough in mechanical production and 
costs - art, engraving, typesetting, print- 
ing—to head department in medium sized 
agency in Chicago area. Should know 
traffic direction and expediting. Age un- 
der 35. Salary open. Write details with 
photo if possible. 

Box 4326, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 

209 S. State St. Ya 7-2063 Cc 
Excellent opportunity for a qualified Ad- 
vertising and Sales Promotion assistant 
for heating and cooling equipment lines. 
Well known manufacturer located in New 
Jersey. Age 28 to 40. Reply, sending 
resume and salary requirements to 

Box 4334, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
ADVERTISING ASSISTANT - $5,000 
Copy, layout, production, promotional let- 
ters etc. Excellent Manufacturing Com- 

pany. 


SHAY AGENCY 
1l W. Washington Street, Chicago 2, Ill. 


POSITIONS WANTED 
SPACE SALESMAN. Aggressive for new 
business. College graduate. Known in 
Chicago area 
Box 4295, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 
MERCHANDISING AND 

SALES PROMOTION MANAGER 
of national sales promotion and mail or- 
der firm seeks comparable position with 
eastern manufacturer, agency or mail 
order house. College grad., 31, married. 

Box 4331, ADVERTISING AGE, 

200 E. Illinois St., Chicago il, 
ACCOUNT SRZcHTIVE 33, college grad- 
uate. Successful. 10 years agency & pub- 
lication experience. Sound knowledge 
marketing, merchandising & advertising. 
Aggressive, agile of mind and personable. 
Desires account executive position with 
high level agency. Excellent as new busi- 
ness contact or servicing tanga ac- 
counts. Will relocate & trave 

Box 4330, ADVERTISING. AGE, 

801 Second Ave., New York 17, N. Y. 


SPACE SALES - 5 YRS. EXPER. 
Bus. paper contacts Chicago and Midwest. 
Hard worker, U. grad, 33, for trade mag- 

Box 4273, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


COPYWRITER WITH A FUTURE - 
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WOULD YOU LIKE TO 
OWN HALF INTEREST 
IN A FLORIDA 
ADVERTISING 
AGENCY THAT 
WOULD ASSURE YOU 
A $10,000 INCOME? 


it’s on the west coast . . nationally 

. . accounts are per- 
manent. A By my partner is 
needed. M idea-copy-con- 
tact like myself. Agency one of 
best known in Florida. If com- 
— qualified partner can be 
located he would get half ~ 
draw $10,000 year and equal share 
of other assets, for $30,000. I am 
looking for high calibre working 


partner, not money . . as I earn 
much more by owning it alone . . 
but said partner should make the 
above investment . . and it’s a 


good one. If we didn’t do another 
etek” of business he would pay 
himself out in 3 years . . and we 
can grow just as much as we want 
to. Address “Partner Wanted”, 
Box 70, Advertising Aon. 
Illinois St., Chicago 11, Til. 


and past experience writing ti 1, re- 

tail, direct mail copy - from lingerie to 

lathes. Bright girl, young and ambitious. 
Box 4329, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Ill. 
SHARP YOUNG AGCY COPYWRITER, 
TV EXP., WANTS TV WRITING JOB. 
Write commercials, all types of shows. 
Married. Best refs. Many ideas, samples. 
Welcome your test. Now in Chicago. 

Box 4328, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


CAPABLE YOUNG WOMAN with 8 years 
agency experience in media, space buying 
and as account executive (and 5 years 
previous administrative experience) de- 
sires position as ass't to busy exec. hand- 
ling large account. Minimum salary $6500. 

Box 4327, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


ADV. MAN—ARTIST—32. 

9 years experience. Adv. man for equip- 
ment mfg. co. since 1947; plus printing, 
display and industrial design background. 
Can produce successfully for mfr., agen- 

cy, or distributor. Philadelphia only. 

Box 4325, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


ace sal national adver- 

tising field, available April 1. With pres- 

ent publisher eight years. Proven ability, 

g backgreund, excellent reference. 

Present employer suspending publication. 
Box 4317, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING EXECUTIVE 
WILL CONSIDER CHANGE 


This man is now responsible for over-all 


television, 
and trade activity. Knows budgets and 
how to work with management. Believes 
advertising as function of selling must 
sold all along the line. Considers 
planning and follow through of major 
importance along with ability te interpret 
management thinking in terms of product, 
institutional, and major promotion cam- 
paigns. Realizes that success of agency- 
Plient relationship depends on meximum 
cooperation by advertiser. 


Background includes gradyation from 
business school of leading university, 
market research, and advertising agency 
experience, as well as experience in 
sales and sales management. Age 40 and 
in excellent health. Desires to relocate 
preferably in East and is willing to con- 
sider executive position in sales manage- 
ment, advertising, or administration with 
advertiser. Opportunity and salary are 
both important considerations. Ail in- 
quiries will be held strictly confidential. 
Box 71, 801 Second Ave., 
New York 17, N. Y. 


CONTACT CREATIVE MAN 
New agency offers facilities to young 
agency man with broad background. Some | 
billing preferred. Opportunity to invest 
time and/or money for stock interest. 
Box 4314, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
We have attractive positions for men 
and women in Advertising and Publishing. 


176 West Adams Ce 6-3178 - Chicage 


MISCELLANEOUS 

LARGE CERAMIC DESK ASH TRAYS, 
any color, with your initials in gold. Sent 
postpaid $1.00. These trays suitable for 
premiums, gifts to customers, employees 
etc. Absecon China Decorators - 233 New 
Jersey Ave., Absecon, New Jersey. 

I'LL WRITE AN AD FOR YOU—FREE! 
Just to prove what I can do. You be the 
Judge. Fast, “same day” Adwriting by 
Air Mail. Hurry, this offer can't last for- 
ever. (No phone calls please.) Ralph 
Nathan. 814-44th Ave., San Francisco, 21. 


DECISION-MAKING LEVEL"’ 


| Commenting on the fact that the same 
classified copy developed about twice 
}as many inquiries m ADVERTIS- 
| ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 


Account Executive and New Business 
Man or Advertising Manager wants con- 
nection in deep south. 20 years N. Y. 


ners. Average earnings $20,000. Mary 
Campbell Agency. 165 W. 46 St., New | 
York City. 


Agency know-how with southern man- 


at the decision-making levels.” Cor- 


rect! That's why your classified copy 
placed in these columns will not only 
vet more response, but get the kind of 


ecutives who can close the deal at 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 


| 
| 
| 
WILL GET RESULTS 


response you want—inquiries from ex- | 


once! 


Sales Execu 


should be able to deliver 
promotion, Point-of-Sale 


be a sales executive, disp 


Box 73, Adv 


One of the oldest creative Point-of-Sale organiza- 
tions, manufacturing all types of advertising display 
material located in the New York Metropolitan area 
is seeking a high type sales specialist. 

This man must have character, personality and 
proven ability to sell National Advertisers and 


IMPORTANT! He must have experience in sales 
ing of advertising campaigns—this man may now 


Location not necessarily confined to Eastern Sea- 
board. All inquiries strictly confidential. 


200 E. Illinois St., Chicago 11, TIL. 


tive Wanted 


immediate results. 
material and merchandis- 


lay salesman or a broker. 


ertising Age, 


LAR 


POSTERS and 
PAINTED DISPLAYS 


N 


OUTDOOR 


ADVERTISING 
Since 1894 


good water color? 
Doesn't everybody? What is more en- 
joyable than a fresh, clear water color 
—sure in design, color, and drafts- 
|manship; what could add more inter- 
| est and importance to your broadsides, 
| magazine pages, calendars, that indus- 
trial or institutional series? 
NATHAN PICKETT 
| Artists Representative 
| 407 E. Main Set. Crawfordsville, Indiana 
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FLOWER ORDER—As a recent promotion stunt by the Allied Florists of Philadelphia, 
Dorothy Crowe (left), of Adrian Baver and president of the Advertising Alliance of 
Philadelphia, shows other members a resolution passed by the Quaker City women’s 
group calling on all members to send a bouttonniere to the men of their ambitions 


on Valentine’s Day. J 


hine Stone (center), John Falkner Arndt & Co., is a program 


director for the Alliance, and Sally Gibbons (right), Lewis & Gilman, is v.p. 


GE Appliance Division Treats Dealers to 
$1,000,000 Four-Day San Francisco Party 


San Francisco, Feb. 26—.A fan- 
tastic Arabian Nights ball in Civic 
Auditorium here Friday night 
wound up a four-day $1,000,000 
party for 2,000 General Electric 
appliance dealers from all over the 
country. 

The elaborate “San Francisco 
Jamboree” was the dealers’ reward 
for helping sell $100,000,000 in ap- 
pliances during a GE sales contest 
last fall. 

For four months, R. L. (Bob) 
Smith, manager of sales education 
for GE’s major appliance division 
in Louisville, worked on plans for 
the party. He meant it to be the 
“biggest, freest party San Fran- 
cisco has ever seen.” 

Besides the 2,000 dealers, 300 
wives also were treated to the all-| 
expense-paid holiday. } 
8 To get his guests around the Bay | | 
Area after they arrived, Mr. Smith 
used buses—in no small way, of, 
course. He made a deal with Pa- 
cific Greyhound Lines to move in 
60 of its newest buses—about $2,- 
000,000 worth—from seven west- 
ern states and keep them, complete | 
with drivers and hostesses, at 
beck-and-call night and day. 

The dealers, Mr. Smith pointed | 
out, “paid for nothing. If we didn’t | 
have a breakfast party organized, | 
we gave them money for break- | 
fast. If they had to take a taxi from | 
a hotel to the Civic Auditorium, 
we gave them money for that, 
including a tip for the cab driver.” 


DO YOU BUY 
OFFSET LITHO 
ON A BIG SCALE? 


If so, it is worth your while to 
consider this source which offers 
preparatory work, plates, press 
work (to 68% inch two-color) 
and bindery services which are 
absolutely tops in quality but 
priced 

TO SAVE YOU MONEY 

For full information contact 

JOHNSON PRINTING 
2219 Galloway Street, Phone 6127 
Eau Claire, Wisconsin 


AGENCY COPY-CONTACT MAN 


We want a copywriter-contact man for this 
moderate size agency. We've accounts for you 
to work on. We're principally industrial and 
rd goods. If you have some business with you 
it can reflect in your starting salary. You should 
have mfg. adv. dept. and/or agency experience 
The sky's the limit here, 
ership participation if you're the right man 
Box 72, Advertising Age, 200 E. Illinois St., 
Chicago 11, Il. | 


even to eventual own- 


The four-day whirlwind sched- 
ule went something like this: 
TUESDA Y—Opening ceremonies 
at the War Memorial Opera House. 
Lunch at the Civic Auditorium. 
Sightseeing trip around San Fran- 
cisco. Dinner at Civic Auditorium. 
WEDNESDA Y—Barbecue, stage 
show and rodeo at Napa County 
Fairgrounds. Return to San Fran- 
cisco in the evening for a musical 
review starring Frank Sinatra. 
THURSDAY—Round of lunch- 
eons at leading hotels. Followed in 
the evening by a $40,000 “Family 
Album” stage show at the Opera 
House. The two-hour show de- 
picted the company’s development 
in the lifetime of a single appli- 
ance dealer. It was a production 
smooth enough and professional 


| enough to open on Broadway. 


FRIDAY—The “Arabian Nights 
Ball” finale to the fabulous outing. 
Twenty chorus girls were im- 
ported from Hollywood for the oc- 
casion to dance on a Baghdad set 
under the direction of Carlos 


| Romero, Hollywood choreographer. | 

| Above the Baghdad set was a 10’ 

Aladdin’s lamp bearing a 4’ Gen- 

eral Electric monogram, which 
| lighted up. 


|@ The grand entry of Jerry Has- 
ley, GE dealer from Cedar Rapids, 
|Ia., chosen as “Prince of Deal- 
ers,” was a production number 
worthy of Cecil B. DeMille. 
“Slaves” carried Mr. Hasley into 
the Civic Auditorium on a giant 
|pillow as his “harem” trooped 
along behind. 
| Twenty-four hundred squabs 
were served at the dinner. On each 
of the 600 tables were a fifth of 
| bourbon, a fifth of Scotch, a bot- 
| tle of ginger ale, a bottle of club 
| soda, four pink camellias and three 
$7 orchids. 
| Afterward, a 1%-hour 
show starred Jerry Colonna. 
As an executive from Music 
Corp. of America in charge of the 
entertainment 
whole thing: 
us so much money and say ‘put on 
a show.’ GE said, ‘You put on the 
show the way we tell you and send 
us a bill when it’s all over.’” 


B&B Expands Trainee Program 

Benton & Bowles, New York, has 
established an _ intensive four- 
month evening lecture course on 
the organization and function of 
modern advertising, as a major 
expansion of its employe training 
program. Sixteen lectures, pre- 
sented by the agency’s department 
heads, will cover all phases of 
agency operation. 


Gilbert Opens Toronto Office 

Gilbert Youth Research has 
opened a Toronto office at 312 
Bay St. General manager is Jack 
G. Miller, formerly with the in- 
dustrial products division of Na- 
tional Carbon Ltd. Michael Bell, 
a former executive of the Canada 
Paint Co., has been appointed sales 
manager. 


De Barger Joins Print House 

Charles F. De Barger, formerly 
with Photocolor Studios, has 
joined the sales staff of Davis, De- 
laney Inc., New York. 


Bozell & Jacobs Moves 

The New York office of Bozell 
& Jacobs has moved to larger 
quarters at 2 W. 45th St. 


floor | 
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“Some outfits give | 


Chain Store History 


Authored by Lebhar 


New York, Feb. 27—Scheduled | 
for March 3 publication by Chain | 
“Chain | 


Store Publishing Co. is 
Stores in America: 1859-1950,” by 
Godfrey M. Lebhar, editor-in-chief 
and co-publisher of Chain Store 
Age. The price is $5.95. 

The volume presents a compre- 
hensive history of chain stores in 
America and traces the develop- 
ment of the chain store system 
both on a broad scale and in terms 
of the growth of many individual 


chain store companies. It covers| 
the economic basis of the system | 


as an effective means of bridging 


the gap between producer and| 
| Oct. 4. A selected list of trade pub- 


consumer. 


A major section of the book re-| 
| views the events of the years when 


the chains had to fight for their 
existence against discriminatory 
taxation and other measures de- 
signed to check their growth or 
eliminate them. The public rela- 
tions aspects of chain store opera- 
tion also are covered by the author. 


McGRAW-HILL PRINTS 
FORECASTING BOOK 

New York, Feb. 27—McGraw- 
Hill Book Co. has published “Bus- 
iness Forecasting,” by Frank D. 
Newbury, consulting economist 
and former v.p. and director of 
Westinghouse Electric Corp. De- 
signed specifically for business 
men who want practical informa- 


'tion on the how and why of 
| forecasting, the volume shows what 


an effective management tool or- 
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ganized forecasting can be. 

The 273-page book covers such 
| aspects of economic theory as the 
| fundamental relationship of spend- 
ing to the level of business activ- 
ity; the greater importance of in- 
vestment spending, and the rela- 
tion of monetary factors to business 
activity and to the price level. 
Separate chapters are devoted to 
tested methods for forecasting na- 
tional production, national income, 
product prices and product sales. 
The price is $4.75. 


Walsh Advertising Adds One 
Walsh Advertising, Toronto, has 
been appointed to direct Canadian 
advertising for the International 
Machine Tool Exhibition at Olym- 
pia, London, England, Sept. 17- 


lications will carry two-color ads 
beginning with March issues. 


DuMont Show Expands 

International Shoe Co., St. Louis, 
has added 14 stations to the line- 
up for “Kids & Company,” which 
is televised Saturday morning ov- 
er DuMont. The deal was handled 
by D’Arcy Advertising Co., St. 
Louis. 


Feldkamp Joins Morrill Co. 

John H. Feldkamp has joined 
George H. Morrill Co., division of 
Sun Chemical Corp., as a printing 
ink salesman in the Ohio and 
Indiana territory. 


Fields to Standard Romper 
Alvin H. Fields has been 
pointed director of advertising 
Standard Romper Co., New Yoi 
He is also in charge ‘of public 


and public relations. 


Are you this 
advertising-sales 


You're berween the ages of 28 and 35. 
You're ready for your big opportunity as 
advertising and sales promotion manager 
in a sound, fast-growing firm. You have all 
the advertising and sales promotion expe- 
rience necessary to organize and develop a 
complete department. You can write and 
produce informative, sales-minded catalogs, 
bulletins, booklets, folders. You can con- 
ceive and follow-through special promo- 
tions. You can make or supervise market 
studies, You can work with our advertising 
agency in planning our national advertising 


promotion man? 


You will be associated wich young execu- 
tives in the most © sur 

and given all the responsibility you are) 
capable of assuming. Sajary will be com- 
mensurate with experience and ability. We 
are one of the largest specialized glove 
manufacturers in the U. S. and are now 
entering upon further expansion activities. 
Completely new, modern offices in pleasant 
midwestern city (population 15,000), 
Send complete resume to: A. P. Yonis, sales 
manager, Edmont Manufacturing Co., 
Coshocton, Ohio. Do not telephone or call 
in person. All replies confidential 


LOOK AGAIN AT LONG BEACH, CALIFORNIA! 


-. Where 2 out of 3 read the. Press-Telegram 


Represented Nationally by Cresmer G Woodward, Inc. 
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Coolerator Sparks 
Its ‘52 Sales with 
Biggest Ad Program 


Cuicaco, Feb. 25—Coolerator 
Inc. introduced its new line of 
refrigerators, ranges and freezers 
to 500 dealers here Friday. At the 
same time, H. C. Beresford, direc- 
tor of sales and advertising, an- 
nounced the “largest and most 
powerful advertising campaign in 
Coolerator history.” This is the 
first full year of operations for 
Coolerator under the banner of In- 
ternational Telephone & Telegraph 
Corp., which acquired the com- 
pany last summer. 

A national magazine schedule— 
through J. M. Mathes Inc., New 
York—with four-color ads _ for 
both Coolerator and IT&T includes 
Better Homes & Gardens, Farm 
Journal, Good Housekeeping, 
Household, Ladies’ Home Journal, 
McCall’s, Small Homes Guide, 
Successful Farming, Sunset Maga- 
zine and The Saturday 
Post. 

A sales promotion program for 
ranges and home freezers was out- 
lined, including bake and freeze 
demonstrations. In addition, col- 
lateral advertising and dealer aids, 


Evening | 


| Buys Slice of CBS-TV News 


AT GRUEN OPEN HOUSE—Among those at an “open house” of 
Gruen Watch Co.'s manufacturing division in Cincinnati recently 
were (from left) G. Lester Williams, v.p., McCann-Erickson; Mrs. 


Benjamin S. Katz; 


Benjamin S. Katz, Gruen president; screen 


stor Adolphe Menjou; Henry Dorff, Gruen advertising director, 
and movie star Coleen Gray. 


Hoffman Radio Corp., Los Ange- 
les, will sponsor half of Columbia 
Pacific Network’s “CBS News 
Room, Sunday Desk,” 5:30-6 p.m., 


Sundays. Foote, Cone & Belding, 
Los Angeles, is the agency. House- 
hold Finance Corp. sponsors the 
other half of the program. 


24-sheet posters, films, store and 
window displays and direct mail 


Sep proadsides are offered dealers. 


M-E Handles Lemon Promotion 


McCann-Erickson Inc., Los An- 
geles, has been appointed to han- 
dle a nationwide promotion and 
advertising campaign for Cali- 
fornia canned lemon juice and 
frozen and shelf-pack lemonade 
by the Lemon Products Advisory 
Board, Los Angeles. 
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Where 
Electric Power 
Production is up 


328% 


since 1940, nearly double the 
168% increase for the U. S. 
in the same period. 


It pays to concentrate your selling in active markets. 


And few papers give such active market coverage as 


in ~ 
| FLORIDA 
4 3 a 80 


* Based on Sales Management 1951 Survey of Buying Power 
figures and current ABC Reports, using these three papers 
@ves you above 20°) family coverage in 52 counties, above 

r 30% 


im 9 counties and above 70 


im 42 counties, above 50% in 20 counties, above 60% 


im 6 counties. 


Florida's BIG THREE Morning Dailies. They blanket 
their own trading areas and tremendously strengthen 
your newspaper advertising in virtually all other Florida 
markets. They give you 20% or better family coverage 
in the 52 counties accounting for 80% of Florida's 
Effective Buying Income, 81% of food sales, 82.8% of 


drug sales, 81.6% of furniture sales, 80% of general 


merchandise sales and 81% of Florida’s total retail sales. 


Lowest Cost Coverage in Florida’s Top Markets 


- FLORIDA 


| THE MIAMI 
TIMES-UNION 


HERALD 


. 7amre 
Morning Tribune 


JACKSONVILLE 
National Representative 
Reynolds-Fitzgerald, Inc. 


National Representative 
Story, Brooks & Finley, Inc. 
A.S. Grant, Atlanta 


National Representative 


Sawyer-Ferguson-Walker Company 


Study Shows How 
Consumers Choose 
Shopping Center 


Cuicaco, Feb. 26—Consumers 
will snub the shopping center 
nearest their homes and travel 
miles to get better quality and se- 
lection, according to a new Chi- 
cago Tribune survey. 

They are willing to travel to the 
Chicago Loop from outlying sub- 
urbs to get what they want if it 
can't be found closer, for exam- 
ple. And although downtown stores 
have been losing ground over the 
last few years, they still get 13.2% 
of the retail dollar in metropolitan 

| Chicago. 
These facts wefe presented to 
| Chicago advertisers at a luncheon 
meeting last week by Maurice T. 
Reilly, manager of research and 
| presentations for the Tribune. 


|@ In the survey, for example, five 
| families in the same block in a 
|moderately well-to-do suburb 
| were asked where they shopped. 
Out of 69 purchases, only 15 were 
made in the shopping center clos- 
est at hand. The maximum number 
of purchases—30—was made 
more than four miles away, where 
| the stores were larger and better. 
The downtown area, more than ten 
| miles away, got 20 purchases; other 
areas, four. 

The survey also brought out the 
fact that downtown stores get 
28.5% of the women’s apparel dol- 
lar. They get just 12.8% of the 
men’s. Women buy more of their 
clothes than do men in depart- 
ment stores. Men prefer the small- 
er clothing store. 


Oregon Considers Calling Halt 
to All Liquor Advertising 


The Oregon Liquor Control 
Commission is considering stop- 
ping all forms of liquor advertis- 
ing in the state. The move follows 
the filing of resolutions by several 


county grange organizations in the) 


state. 

The resolutions charge the ad- 
vertising is promoting greater use 
of liquor, contributing to the in- 


| 


Advertising Age, March 3, 1952 


Admen Must Defend 
Freedom of Movies, 
Ronald Reagan Says 


HOLLYwoop, Feb. 26-——-If admen 
believe they can allow encroach- 
ments on the freedom of motion 
pictures without protest, then wage 
a successful fight when freedom of 
other media is threatened, they 
are guilty of false confidence, 
Ronald Reagan, president, Screen 


| Actors Guild, told the Hollywood 


Advertising Club last week. 
He spoke at Hollywood’s kickoff 
of the annual Advertising Recogni- 


| tion Week sponsored by the Ad- 


vertising Assn. of the West. “You 
cannot lose freedom in one place 
without losing it in another also,” 
Mr. Reagan declared. He said that 
advertising men should be inter- 
ested in what happens to motion 
pictures. They are as much a 
channel of communication as the 
newspapers, radio, television, mag- 
azines and outdoor media upon 
which movies depend to carry 
their advertising messages. 


s Cited as a current example of 
threats to freedom of motion pic- 
tures was the report of the House 
un-American activities committee, 
issued last week. The report casti- 
gated the industry for failure to 
root out Communism. 

Mr. Reagan pointed out that the 
industry has done much house- 
cleaning. However, in many cases, 
he said, the courts have ruled ad- 
versely in law suits arising from 
such actions. He referred to the 
just-settled case of two of the “Un- 
friendly Ten” who went into court 
after being discharged and were 
awarded back salary. 

Mr. Reagan contended that the 
motion picture industry was the 
only one so cited although com- 
munist infiltration is equally great 
in other industries. 


s Other threats against the indus- 
try are the censorship boards in 
eight states and 208 cities. Despite 
the fact that Hollywood's volun- 
tary censorship'is more strict than 
these “political” boards, the latter 
collect license fees, and in many 
cases ban pictures for strictly po- 
litical reasons, Mr. Reagan de- 
clared. 

“If our children grow up to ac- 
cept the idea that it is all right 
to be told what they can see and 
hear on the screen, we can antici- 
pate that eventually they will ac- 
cept being told what they can 
read,” Mr. Reagan observed. 


Ad Department Established 
by American Export Lines 


American Export Lines, New 
York, has established an advertis- 
ing department as a unit of the 
passenger department, to help co- 
ordinate the company’s expanding 
merchandising and sales promo- 
tion program. Edmund P. Roberts, 
with the company since 1950, has 
been appointed manager. 

A small size newspaper cam- 
paign in about 20 cities has al- 
ready begun. Color and b&w ads 
will run, March through Novem- 
ber, in Holiday, National Geogra- 
phic, The New Yorker, The Satur- 
day Evening Post and Time. Cun- 
ningham & Walsh, New York, is 


crease of crime. They also assert | the agency. 


the ads are contrary to the Knox 
Liquor Control Act, which seeks 
to promote temperance. 


Set $10,000 tor Auto Show 


A budget of about $10,000 has 
been set up to advertise the Port- 
land, Ore., Auto Show to be held 
March 15-23. George W. McMur- 
phey Advertising, Portland, is pre- 
paring copy for newspaper, radio 
and outdoor. 


Agency Gets Precision Casting 

Dee Carlton Brown Advertising, 
Philadelphia, has been appointed 
| to direct advertising for Pennsyl- 
|vania Precision Casting Co., Nor- 
|ristown, Pa., producer of ferrous 
'and nonferrous castings. 


Plans ‘52 PR Promotion 


Canadian Copco Ltd., Montreal, 
manufacturer of rock drilling 
equipment and sole Canadian rep- 
resentative of the Swedish com- 
pany, Atlas Diesel, this year will 
conduct a public relations program 
through F. H. Hayhurst Co., Mont- 
real. Three-color ads in mining 
and contracting trade publications 
will be used. 


Ryan Promotes Doores 

William R. Doores has been ap- 
pointed a member of the manage- 
ment board of Lewis Edwin Ryan, 
Washington agency. He has been 
with the agency as an account ex- 
ecutive for seven years. 
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NEW LOAF—Fred P. Barr (left), manager of Log Cabin Bread Co., Los Angeles, and 
Les Hill (right), district manager of Kellogg Sales Co., collaborate to start the mix 
of Log Cabin’s new loof, Melio-O-Bran bread. The new loaf, made with 26% of 
Kellogg's All-Bran, is being introduced in newspapers, radio, TV, outdoor and point 
of sale in Southern California under the theme, “Waistline Need Watching?” Dan 


B. Miner Co., Los Angeles, is the agency. 


English Artist Publishes Two Graphic Arts 


Books; One on Printing, One on Typography 


New York, Feb. 26—Pellegrini 
& Cudahy has published two new 
books by John R. Biggs, English 
artist and teacher. They are “An 
Approach to Type” and “Illustra- 
tion and Reproduction.” 

The former is a concise, useful 
introduction to the art of typog- 
raphy and is designed for both 
student and professional. A three- 
fold approach is used, covering 
technical, historical and_- practical 
aspects of the subject. 

The author explains the basic 
facts of type, including the point 
system, type sizes, the names of 
parts of the letters, metal type and 
how it is made. The historical sec- 
tion discusses the evolution of let- 
ter design, from early memory 
signs to present day specimens. 


® The practical section constitutes 
a specimen book, showing the 
best-known types, each with a 
complete font of caps, lower-case, 
figures and italics in the largest 
size, followed by representative 
samples of each other size. The 
price of the 152-page book is $4.75 

“Tllustration and Reproduction” 
treats of the three basic printing 
processes—letterpress, intaglio and 
surface. It shows how each can be 
used autographically (when the 
artist himself prepares the print- 
ing surface from which the print 
is made) and _ photographically 
(when the printing surface is 
made by means of photography). 

The various processes are dem- 
onstrated in a series of varied il- 
lustrations. These include pen 
drawings, a water color, an oil 
painting, a pencil drawing, a wood 
engraving, etc. Reproductions of 
these are in letterpress, lithog- 
raphy, collotype and rotary photo- 
gravure. 

Autographic processes such as 
wood engraving, aquatint, mez- 
zotint, lithography on stone, zinc 
and plastic are explained, and ex- 
periments with line blocks demon- 
strated. The work of well-known 
English artists, together with their 
comments on the problems of il- 
lustration, are included. The price 
is $8.50. 


NEW COMMERCIAL ART 
HANDBOOK PUBLISHED 


New York, Feb. 26—A new in- 
struction handbook, “Commercial 
Art Techniques,” will be published 
March 5 by Tudor Publishing Co. 
The book’s author is S. Ralph 
Maurello, head of the commercial 
art department of Central Park 
School of Art and a faculty mem- 
ber of Germain School of Photog- 
raphy. 


This 126-page volume is a prac- | 


tical, self-instruction course in 
commercial art for beginners and | 
students. It contains 500 “how-to” | 
drawings and photographs of the} 
principal techniques used in| 
America today. | 
Included in the contents are| 
discussions on pencil techniques, | 
tempera, wash, airbrush, pastel, | 
scratchboard, pen and ink, repro- | 
duction, design, animation—TV/} 
art, photography and opportunities | 
available in commercial art. The 
price is $3 in cloth, $1 in paper. 


NARTB Elects 12 to Board 


The National Assn. of Radio and | 
Television Broadcasters has}! 
elected 12 radio broadcasters to| 
serve two-year terms on its board 
of directors. They are: E. R. Vade- | 
boncoeur, WSYR, Syracuse; Har-| 
old Essex, WSJS, Winston-Salem, | 
N.C.; Henry B. Clay, KWKH,| 
Shreveport, La.; Stanley R. Pratt, 
WSOO, Sault Ste. Marie, Mich.; 
E. K. Hartenbower, KGMO, Kan- 
sas City, Mo.; Jack Todd, KAKE, 
Wichita; William C. Grove, KFBC, 
Cheyenne; Albert D. Johnson, 
KOY, Phoenix; Paul W. Morency, 
WTIC, Hartford; A. D. Willard Jr., 
WGAC, Augusta, Ga.; Lee W. 
Jacobs, KBKR, Baker, Ore., and 
Michael R. Hanna. 


Edwards & Associates Adds 
Six Accounts, Moves 

John I. Edwards & Associates, 
Los Angeles, has been appointed 
to direct advertising for KBIG, 
Catalina Island and Hollywood. 
The station expects to be on the 
air about May 1. 

The agency also has been ap- 
pointed by Maier Brewing Co. and 
Fire Detector Co., both of Los An- 
geles; Streamland Park, Pico, Cal.; 
Mel Burns Ford Dealer, Long 
Beach, and Burns Ford Inc. 
Downey. The agency will move 
into new quarters at 1520 W. 
Gower St. in the near future. 


Casco Products Names Three 


Casco Products Corp., Bridge- 
port, Conn., has promoted John J. 
Reidy from sales manager of the 
appliance division to v.p. and gen- 
eral sales manager. Henry Davis} 
has been advanced to succeed Mr. | 
Reidy. Wallace R. Powell has been | 
appointed sales manager of the 
automotive accessory division. 


Stanfield Ltd. Adds Account | 


Harold F. Stanfield Ltd. To- 
ronto, has been appointed to di- 
rect advertising for Stanley Home 
Products of Canada Ltd., London, 
Ont., manufacturer of household 
chemicals, cleaning equipment and 
personal grooming aids. 


WTAG Appoints Kramer 

Herman Kramer has been ap- 
pointed to the copy staff of WTAG, 
Worcester, Mass. 


Earnings of Adverti 
Share 
Sales Earnings Earnings 
1951 1950 951 1950 1951 1950 
American Cyanamid Co... . .$389,000,000 $322,338.188 $34,788, $33,739.401 $8.63 $9.37 
American Tobacco Co...... 942,552,034 871.621.130 33,109,669 41.732.716 557 7.17 
Continental Can Co.. . 460,595.487  397.863.767 18,775, 11,325,000 461 453 
Crown Cork International 
LS —_— 565.959 396.296 3.01 2.12 
Clark Equipment Co...... 130,148,000 68,602,524 5.277,000 4,781,552 784 7.10 
Endicott Johnson Corp.... 157,317,152 133,330,507 329, 1,391,683 252 1.36 
General Candy Corp....... — oe 183,740 263.622 153 221 
Griesedieck Western Brewery 30,233,553 29,732,281 1,321,527 2.283.675 195 3.45 
George W. Heilme Co...... 10,504.25 9,918,074 1,314,130 1,432,867 180 199 
Kroger Co. .. --++++« 997,086,223 861,242,642 *12,657.940 13,087,542 3.45 3.56 
Mathiesen Chemical Corp... 91,234,076 75,775,757 9.652.993 8.994.014 3.56 3.32 
Mickelberry’s Food Products 21,514,211 18,952,324 394,329 514,866 139 181 
Mid-Continent Airlines... 9,818,386 8.238.391 169,164 355,446 40 85S 
G. C. Murphy Co........ 897 669 _—_ 9.161.251 446 4.68 
Pittsburgh Plate Glass Co. 404,202,528  337,186.034 31.075.981 41,928,749 3.44 4.64 
Sutherland Paper Co..... 47,801,318 462.410 6475 2,784,850 2.95 13.83 
S. D. Warren Co......... 10,606,629 34,222,281 2,388,701 2,636,290 2.80 10 
* Includes a non-operating profit of $3,545,000 created through the sale-lease of Kroger'’s Cincinnati 


factory. 
+ Adjusted for two-for-one stock spit in June, 1951. 


Northrop Joins Polaroid 


Richard D. Northrop, formerly 
with a Boston advertising agency, 
has joined the camera sales staff 
in the sales promotion department 
of Polaroid Corp., Cambridge, 
Mass. 


Shoe Maker Changes Agency 


Johnston & Murphy Inc., New- 
ark manufacturer of men’s shoes, 
has switched its national adver- 
tising account from Raymond Ad- 
vertising, Newark, to Erwin, 
Wasey & Co., New York. 
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Samsonite Doubles Budget 

Shwayder Bros. Inc., Denver, has 
“more than doubled” its 1952 ad- 
| vertising and sales promotion 
| budget for Samsonite luggage and 
Samson furniture. Grey Advertis- 
ing, New York, handles the Sam- 
sonite luggage account, and Maxon 
Inc., New York, the Samson fur- 
niture account. 


| Bennett Gets Promotion 


Harry W. Bennett Jr., who 
joined the agency as an account 
executive about a year ago, has 
been elected v.p. and supervisor in 
charge of the Colgate-Palmolive- 
Peet account by Sherman & Mar- 
quette, New York. 


JUST ASK FOR MARIE: 
WaAbash 2-8655 and ask for 
om your next multi- 


Maize 
. 5 or 
livery, accurate work, plenty 


of ex enced rsonnel, 

always in line. LETTER SHOP, 
Inc., 431 S. Dearborn St.. 

(Now in our 23rd successful ) 


certain, most economical way to reach 


them all is through KDKA. For de- 
tails, check KDKA—or Free & Peters. 


KDKA 


PITTSBURGH 


WOWO © KEX 


If you want results in the tri-state 
Pittsburgh market-area, better make 
sure your advertising reaches these 
important cities, each with $20 mil- 


lion or more retail sales. The most 


@ westincHouse RADIO STATIONS Inc 


WBZA © KDKA © WBZ-TY 


National Representatives, Free & Peters, except 
for WBZ-TV; for WBZ-TV, NBC Spot Sales 


RADIO— AMERICA’S GREAT ADVERTISING MEDIUM 


according to SALES MANAGEMENT figures. . 
CITIES WITH RETAIL SALES 
OF $20 MILLION OR MOREDO > 
60°% OF THE NATION’S RETAIL 
FOOD BUSINESS 


And—KDKA reaches more of 
these cities than any other 


medium in the Pittsburgh area 


é 
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SU mS ADO AO te 


ro mo 


NBC AFFILIATE 
50,000 WATTS 


Serving 25 Million 


e KYW © WBZ 


TOTAL: $706,979,000 Food Sales 
in KOKA‘s 97 county nighttime market 
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Along the Media Path 


@ Metropolitan Group has a new 
sound film strip presentation titled 
“Funnies Mean Business in Metro 
Sunday Comics.” Produced in col- 
or, the 25-minute film 
prehensive study in the use of 
comics technique by national ad- 
vertisers 
e@ Ranch & Farm Radio—KMMJ, 
Grand Island, Neb., and KXXX, 
Colby, Kan.—calls its latest mail- 
ing piece “Sales Success by Any 


CATCHING EYES 


le wheat Eye*Catchers 
photos or mats do for 
adv. or editorials at very 
little cost. SINGLE prints 
or money-saving subscrip- 
tien. FREE Proofbook No 
1 evelleble NOW. 


EYE*CATCHERS, Inc. 
207 E. 37 $1, M.Y. City 6 


is a com-| 


Yardstick.” In it are examples of 
its participation in direct mail 
selling, increased sales results and 
merchandising promotion. 


e For the first quarter of 1952,| 
Woman’s Day reports a revenue 
increase of 18% and a linage gain 
of 6%. Its March issue showed a} 
revenue increase of 10% over the! 
same 1951 issue. | 


e Town & Country gained 14.1% | 
in pages and 24.6% in ad revenue | 
during 1951, the magazine reports. | 


e An outdoor TV studio, said to be 
the first of its kind, is planned| 
by WTMJ-TV, Milwaukee. Plans | 
call for its use for sports and gar- 
dening demonstrations, women’s | 
programs, concerts and _ variety} 
shows. The studio will be formally 


/@ First quarter ad linage for Life 


opened this summer with a pro- 
gram observing WTMJ’s 25th an- 
niversary and WTMJ-TV’s 5th 
year. 


International exceeds that for the 
same quarter in 1951 by more than 
25%, according to John E. Woolley, 
ad manager. 

Another first quarter gain, this 
one for Aviation Age, finds that 
publication’s 1952 ad volume for 
the period more than double that 
of the same period in 1951. 


e WGAR, Cleveland, has begun a 
“MerCHAINdising” point of sale 
promotion, in cooperation with 
A&P and Kroger markets in its 
area. The program offers WGAR 
advertisers, whose products are 
sold at the stores, a chance to get 
more on-the-spot promotion, in- 
cluding display materials and per- 
sonal appearances of WGAR talent. 
To be eligible, advertisers’ prod- 
ucts must be adaptable to point 
of sale exhibits, and advertisers 
must contract for station time for 


NEW LOCATION—Fort Wayne Transit has installed this 14°x22” car card display 

just behind and above the driver's seat so that the advertising message can be 

easily read from any part of the bus interior. The fromes are designed to take 

show card size stock, which enables department stores to use the medium to tie in 
with their own displays. 


a minimum of 13 weeks, at $250 
per week. 


e@ The March issue of Quick Fro- 
zen Foods and the Locker Plant 
will carry more than 230 pages 
of advertising. The 396-page issue 
is to be the biggest ever for the 
publication. 


| kintown, 


e A merchandising tie-up between 
WFIL, Philadelphia, and Food Fair 
Stores, regional food chain, is now 
in the works. The station will pro- 
vide Food Fair outlets with dis- 
plays of sponsors’ products. Initial- 
ly, 35 stores in Philadelphia, Ches- 
ter, Coatsville, Bryn Mawr, Jen- 
Norristown, Camden, 


Trenton, Atlantic City, Vineland 
e@ Farm Journal, New York, re-| and Wilmington will be used. The 
ports a big success for its Valen-| station service will be available 
tine Day party, given for 26 “dame| to current and future advertisers 
media greats.” At each place set-| who buy at least three participa- 
ting was a “Hi, Valentine” greet-| tions a week on the “Mary Jones” 
ing, with a verse which began: | show. 
Won't you be my valentine 
(Our rate is very low per line)... 


° The February issue of Fueloil 


Oo tee eee 


; —- == me | & Oil Heat carried the largest ad 
— = = e The annual competition spon-| jn its history. Placed by- Scully 
— = sored by Variety Store Merchan-| signal Co., Cambridge, Mass., it 

< a — diser awarded honors to 19 out-| was an 11-page story on the use 

ai w= standing dime store packages at/of Ventalarm, a tank fill signal 
— 


the Hotel Statler, New York, Feb. | which whistles while the fueloil 
11. The competition is designed to| tank in homes is being filled. 
stimulate better packaging of mer-| 

chandise sold over variety store’ @ “The Forgotten 50%” is a new 
counters. survey just released by WMAC, 
New York, on 1951 baseball listen- 
e KCBS, San Francisco, is mail-| ership on New York Giants games. 
ing a 1951 calendar to “all of those! The report reveals that baseball 
would-be advertisers who intended | broadcasting, generally thought of 
to do something ‘a little later on’ in| as a man’s market, “actually at- 


\\\\ 


WAAAY 


TRAE 
WNAQAAAAUALAAUA GCC 


WANK 


|1951.” The accompanying letter| tracts an audience composed of 
% | goes on to state: “While they were| 50% women, teens and children.” 
os waiting, 1,000,000 families in the 
% San Francisco area: ate, drank,}e The Union Bulletin, Walla 
7 smoked, shaved, showered, sham-| Walla, Wash., published its 1952 
:: | pooed, laundered, made-up, de-| progress edition Feb. 17. The issue 
bs |odorized, ailed, washed-up,| included five additional sections 
ie | sewed...” totaling 128 pages. 
Ns | 


a FRanklin 2-585 
53 ” 

Re “Have you seen our ad in this issue? | 
ie. If he had told his story over WAVE, he would probably have gotten 
- her — and 999 other impressions, too — for only 37¢! 


| America’s finest 


People hear WAVE radio in the kitchen, the bedroom, the automobile — 


.  photoengraving plant 


in many places you can’t see either television or 
“w | Collins, Miller @ 
WAV 


Hutchings wwe. 
LOUISVILLE = 207 North Michigan, Chicago 
Free & Peters, Inc., Exclusive National Representatives 


newspapers. Want complete statistics? 


Facts above are from sctentific, authoritative survey 
made by Dr. Raymond A. Kemper (head of the 
Psychological Services Center, University of Louzsvtlle) 
in WAVE area, July, 1951. Copy on request. 


5000 WATTS “ NBC e 
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Fair Trade Gets 
Big Boost from 
Commerce Dept. 


(Continued from Page 1) 
trade is beneficial to small busi- 
ness; that facts regarding its caus- 
ing higher prices in total are un- 
convincing and that monopoly does | 
not result from fair trade laws;| 
and that fair trade laws have a! 
Stabilizing influence on the econo- 
my.” 


s His thumping endorsement came 
as the interstate and judiciary 
committees ended hearings on 
stronger price maintenance legis- 
lation. The interstate commerce 
committee immediately voted ap- 
proval of its McGuire bill (H. R. 
5767). The judiciary’s monopoly 
subcommittee voted to recommend 
similar legislation. 

The interstate commerce com- 
mittee’s bill now goes to the House 
rules committee, which will set 
the date for House consideration. 
But the rules committee is ex- 
pected to pigeonhole the bill until | 
the judiciary committee completes | 
its study. Emerging from the judi-| 
ciary subcommittee’s meeting to- 
day, Rep. Emanuel Celler (D.,) 
N.Y.), chairman, said the full 
committee “would not be rushed” 
into premature action on a bill. 


® Secretary Sawyer avoided a di- 
rect clash with the Department of 
Justice and Federal Trade Com- 
mission by acting without consult- 
ing the Bureau of the Budget. The 
bureau requires that all govern- 
ment agencies speak with a single 
voice. 

“Due to the urgency of this) 
legislation,” he wrote Rep. Celler 
and Rep. Robert Crosser (D., O.), 
chairman of the interstate com- 
merce committee, “we have been 
unable to obtain the view of the) 
Bureau of the Budget with respect 
to the transmission of this report.” 

Before closing hearings this 
week, the judiciary committee 
heard a powerful defense of fair 
trade. It was made by John W.) 
Anderson, president of the Ameri-| 
can Fair Trade Council, who said | 
price maintenance “promotes fair | 
play in merchandising, provides| 
incentive to manufacturers to make 
available constantly greater prod- | 
uct values to the public, restricts | 
the growth of monopolies, stimu- | 
lates employment and is otherwise | 
in the public interest. 


= “Competition, the life of our free | 
enterprise system, is best promoted | 
in the public interest when both | 
the quality and the price of a| 
trademarked product—and there-| 
fore its competitive value—are es- 
tablished by the manufacturer.” | 
The manufacturer has “thousands | 
of times more at stake in its suc- 
cess or failure in the market place 
than any retailer,” Mr. Anderson 
said. 

Mr. Anderson had hoped to re- 
turn to the judiciary committee in 
mid-March. At that time, he 
planned to have the results of a 
survey that is expected to show 
widespread public understanding 
of fair trade. However, he was told 
by Rep. Celler that hearings would 
have to close immediately. 


= “If you want legislation,” Rep. 
Celler said, “we are going to have 
to stop talking, and get a bill to 
the floor.” 

In the final stage of the hear- 
ings, the committee heard strong 
attacks on fair trade from farm 
and labor groups, and from R. H. 
Macy Co., New York. Former As- 


| also lose the store traffic thus di- 


“estimate. 


sistant Attorney General Wendell 
Berge appeared as a private citi- 
zen to oppose fair trade. 


He conceded that most of his) 


law clients probably favored price! 
maintenance legislation. However, 
Mr. Berge said fair trade was un-| 
wise, and probably unconstitution- 
al. State laws requiring non-sign- 
ers to respect fair trade prices 
probably will be found to deprive 
retailers of their property without 
due process, he contended. 


@ Macy’s argued that resale price- 
fixing systems are not enforceable. 
Its economist, Q. Forrest Walker, 
reported that 76 of the dealers’ 
carrying GE appliances were cut- 
ting prices in the spring of 1950. 
This was true, he said, despite 
widely publicized efforts to obtain 


| injunctions to stop price cutters. 


He said GE dropped its injunc- 
tion suit against Macy’s and agreed 
to pay costs after Macy’s found 
that, in early 1951, 77% of GE’s 
New York area dealers were cut- 
ting prices, even though more than 
200 injunctions had been issued. 

“It must be clear from these 
facts that the naturai laws of sup- 
ply and demand and of human 
nature to move and buy goods as 
the fluctuations and exigencies of 
trade require, cannot be abrogated 
or confined by the rigid and artifi- 
cial barriers of price fixing,” 
Macy’s said. 


@ In his statement favoring fair 
trade today, Secretary Sawyer 


| said opposition largely has been 


from chains and department stores 
“which have historically used 
price cutting to drive weaker com- 
petition out of the way” and from 
lawyers and economists “both in 
government and in private prac- 
tices” who visualize theoretical | 
harm from any violation of a free | 
price based on supply and demand. | 

“Price control is a practical, | 
not theoretical problem,” the Com- 
merce Department statement con- 
tended. “Price ceilings are at times | 
necessary and, at other times, dur-| 
ing buyers’ markets, price floors 
are needed to prevent business 
chaos.” 


® The statement pointed out that 
there are ways of controlling prices 
other than the fair trade laws. It 
mentioned control exercised in the 
automotive, home furnishings and 
men’s clothing business. This con- 
trol comes from fear that manu- 
facturers will refuse to sell to re- 
tailers who violate price policies. 
In addition, it mentioned consign- 
ment selling, where the manufac- 
turer owns the retail stock until 
it is sold to the ultimate consumer. 

In approving fair trade, the 
Commerce Department said it pro- 
tects the capital investments of 
small retailers “faced by predatory 
price cutting by powerful retail 
organizations. The small retailer 
either must sell his goods at a loss 
or lose his trade to these competi- 
tors on the loss leader items and 


verted to the price cutting stores,” 
the department argued. 

Studies of prices in fair trade 
areas do not prove convincingly 
that fair trade means higher prices 
for consumers, the department 
contended. 

“Fair trade prices are, in gen- 
eral, fair to the consumer and to 
the dealer, allowing the latter only 
a reasonable markup in order to 
cover his operating costs and a 
nominal profit on his business in- 
vestment,” the department said. 


North Carolina Dealers Sell 
5,000 FMs During Promotion 


North Carolina distributors 
moved over 5,000 FM-equipped 
radios during a month-long FM 
promotion test in February, ac- 
cording to the National Assn. of 
Radio and Television Broadcasters. 
Final reports may go over this 


A similar FM promotion has 
been launched in Wisconsin and 
in the Washington area. The pro- 


“holden 
mflale 


on your railroad 
Me Kock Island 


NEW THEME—This Chicago, Rock Is- 
land & Pacific Railway Co. ad, which 
will appear in the April 19 New Yorker, 
features the road’s new theme, “Your 
Railroad—the Rock Island.” Henri, Hurst 
& McDonald, Chicago, is the agency. 
This is Rock Island’s Centennial year. 


Justice Officials 
Ask Court to Act 


on Directorships 


WaAsHINGTON, Feb. 28—The De- 
partment of Justice today asked 
the U. S. district court in New 
York to force bankers Sidney 
Weinberg and John Hancock to 
stop serving on the boards of di- 
rectors of chain organizations 
which compete with each other. 

According to the department, 
Mr. Weinberg is a director of both 
Sears, Roebuck & Co. and the B. 
F. Goodrich Co, The complaint 
says Sears and Goodrich have 
stores selling hardware, appliances, 
sporting goods, toys and automo- 
mobile accessories in competition 
with each other in 124 communi- 
ties. 

The department charges that Mr. 
Hancock is a director of Kroger 
Co., Cincinnati; Jewel Tea Co., 
Barrington, Ill.; W. T. Grant Co., 
New York; S. H. Kress & Co., New 
York; Sears, Roebuck & Co. and 
Bond Stores, New York. 


s Of the 2,000 Kroger food stores, 
38 are in the Chicago area. They 
compete with 150 stores operated 
by Jewel, the complaint points out. 
In addition, Jewel is competing 
with Kroger through door-to-door 
selling, the department contends. 

Approximately 70 Grant and 
Kress stores are in communities 
where they sell in competition with 
each other, the department said. 
Sears and Bond sell apparel in 
competition with each other in 40 
communities in 17 states, the com- 
plaint asserts. 

The department’s request marks 
the second time since the law was 
enacted in 1914 that the Justice 
Department has proceeded against 
an individual for “interlocking” 
directorships. 


@iIn announcing the complaint, 
Assistant Attorney General H. G. 
Morison, chief of the anti-trust 
division, promised this was only 
the first move in a program aimed 
at securing strict observance of 
this requirement of law. 
Meanwhile, the Federal Trade 
Commission, in its annual report 
to Congress, said the interlocking 
directorate statute needs to be 
strengthened. The FTC told Con- 
gress a recent study of the rela- 


motions are jointly sponsored by | tionships of large companies shows 


NARTB and RTMA. 


the law can be evaded easily. 


11 Radio and TV 
Distributors Sued 
for $2,100,000 


New York, Feb. 28—Monarch- 
Saphin Co. this week filed a $2,- 
10°,000 anti-trust suit against 11 
appliance, radio and TV distribu- 
tors in U. S. district court here. 

The retailer now is reorganiz- 
ing under the bankruptcy law. It 
charges the 11 with conspiracy to 
drive it out of business. 

Defendants in the suit are: Bru- 
no-New York, distributor for Ra- 
dio Corp. of America and Ben- 
dix; Admiral Corp.’s New York 
distributing division; General Elec- 
tric Supply Corp.; Gross Distrib- 
utors; Maytag Atlantic Co.; Mo- 
torola-New York; Crosley Dis- 
tributing Corp.; Warren-Connolly 
Co.; Weiss & Besserman Co.; West- 
inghouse Electric Supply Co., and 
Zenith Radio Corp. of New York. 


® The complaint alleges that the 


distributors refused to ship mer- 


chandise to Monarch during its 
reorganization. Monarch contends 
that the conspiracy to drive the 
company out of business is a re- 
taliation for a TV set auction held 
last May. 

The “unfair and discriminatory” 
practices listed in the complaint 
include: 

1. The imposition of tie-in sales 
and refusal to deliver TV sets to 
Monarch unless accompanied by 
phonographs and table model ra- 
dios. 

2. Forcing the company to sign 
service contracts in order to ob- 
tain supplies of video sets. 

3. Selling identical merchandise 
to different dealers at different 
prices. 

4. Giving Monarch’s competitors 
preferential treatment in adver- 
tising, promotion and credit al- 
lowances—“and in many cases, 
cash kickbacks or rebates.” 


Monopoly Probe 


of Radio and TV 
Industry Opens 


New York, Feb. 29—The anti- 
trust division of the Department 
of Justice has opened an investi- 
gation of the radio and television 
manufacturing industries. 

Subpoenas returnable before a 
grand jury by May 12 have been 
served on the Radio-Television 
Manufacturers Assn. and some of 
the major set makers. 

The inquiry reportedly will con- 
cern the possibility that manu- 
facturers have conspired unlaw- 
fully to hold back color TV and 
FM broadcasting. 

No charges have been filed. Mel- 
ville C. Williams, head of the anti- 
trust division here, said a grand 
jury will be impaneled in New 
York soon. It will study subpoe- 
naed records and decide whether 
grounds exist for suit under the 
Sherman Act. 


Mogen David Wins Fair 
Trade Suit in Chicago 


Wine Corp. of America, Chi- 
cago, maker of Mogen David wine, 
has secured a court ruling against 
two Chicago liquor stores which 
had been selling the wine below 
the Illinois fair trade price. 

Circuit Judge Roberts has or- 
dered the two liquor stores to 
comply with the Illinois fair trade 
law, which covers merchandise in 
intrastate commerce, and to cease 
marketing the product at reduced 
prices. 


Commonwealth to Hal Short 
Commonwealth Inc., Portland, 
Ore., has switched its account 
from Joseph R. Gerber Co., Port- 
land, to Hal Short & Co., Portland. 
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Government Hits 
Sunbeam with an 
Anti-Trust Suit 


(Continued from Page 1) 

1, Fixing of arbitrary and non- 
competitive retail prices for Sun- 
beam appliances. 

2. Coercing of retailers to main- 
tain these prices. 

3. A Sunbeam boycott of all 
dealers who refuse to abide by the 
price agreements. 

4. “Unreasonable” restraint of 
interstate trade and commerce in 
Sunbeam appliances. 


s The government action is the 
latest in a long line of recent suits 
involving fair trade practices. It 
follows by 10 months the Schweg- 
mann case decision, in which the 
Supreme Court ruled that non- 
signers are not bound by price 
agreements. 

The present Justice Department 
suit would carry the Schwegmann 
decision one step further since it 
contends that strict enforcement of 
resale price covenants is unfair to 
all retailers. 

The government says the alleged 
Sunbeam conspiracy began in 
June, 1951, when the company an- 
nounced it would sell only 
wholesalers who agree to resell 
prices not less than the prescri 
minimums. 

Attached to the government 
suit are three exhibits. One is 
copy of a “Sunkeam Distributo 
Fair Trade Contract,” bindi 
wholesalers to the price minimum 
The second is a “Sunbeam Retail 
ers Fair Trade Contract,” bindin 
retailers to the minimums. And t 
third is a document listing the pre 
scribed minimum prices to be ot 
fective Sept. 27, 1951. 


® The suit contends Sunbea 
rigidly enforced these agreemen 
by stamping each retailer’s con 
tract with a registered num 
These numbers were also stampe 
on all cartons so that shipmen 
could be traced easily. Then, if 
retailer or distributor sold to 
non-signer, his supply would 
cut off immediateiy. 

The wholesalers cooperated wit 
Sunbeam, according to the sui 
by acting as spies. If they noti 
any retailer selling below the min- 
imums they would immediately 
notify Sunbeam. 

In the past year Sunbeam itself 
has used the Sherman Act as the 
basis of a number of suits against 
companies selling its line below 
the prescribed minimums. The 
most notable of these is the $6,- 
000,000 treble damage suit filed 
against R. H. Macy & Co. (AA, 
Nov. 5, 1951). 


sIn its suit the government 
charges that these legal actions by 
Sunbeam are designed to harass 
retailers and coerce them to sell 
at the resale price minimums. 

The Justice Department claims 
the Sunbeam conspiracy was on a 
national scale, covering both states 
which allow resale price agree- 
ments and those which do not 
have such statutes. The suit 
charges that in states which have 
statutes wholesalers refuse to sell 
to retailers in non-statute states. 
And in the non-statute states, Sun- 
beam wholesalers refuse to sell to 
retailers in other states unless they 
have signed price contracts. 

Sunbeam sales in 1950 were $67,- 
000,000, according to the suit. The 
company has some 110,000 retail 
outlets and sells only to wholesal- 
ers. 

The government asks that the 
court cancel all existing price con- 
tracts made by Sunbeam and re- 
strain the appliance maker from 
continuing such practices. 
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EXPERTS—At Associated Busi Publications’ eastern clinics in New York last week, 


these experts met the press—Ben C. Duffy, president of Batten, Barton, Durstine & 
Osborn, and Chester H. Lang, v.p. of General Electric Co. They flank Martha Roun- 
tree, TV producer. 


‘ TV TALK—The effect TV will have on the Texas Panhandle was forecast by Howard 

: B. Myers, western manager of O. L. Taylor Co., Chicago, at a recent Amarillo 

Advertising Club meeting. Left to right: O. L. Taylor, head of the radio representative 

company; Mr. Myers; Monte Rosenwald, Southwest Advertisers, Amarillo, and Tom 
Kritser, general manager of KGNC, Amarillo. 


SN 

wa Bed ¥ SALES MANAGEMENT—Robert Marshall, Architectural Record; Clyde Brown, Fair- 

a tl child Publications, and Nelson Bond, McGraw-Hill, watch intently as Angelo 
“ — ae ree Venezian, McGraw-Hill, forecasts sales ot the easel, during an ABP clinic session. 


Sf 
* ~. : 
PROMOTION—Here’s the promotion clinic at ABP, with Floyd Triggs, ad manager 
P of Reigel Paper Corp. and Reigel! Textile _Corp., , doing the talking. Watching him 
OINCIDENCE—Members of the long Beach, Cal., Church of “church attend , ign of the Advertising Council. The are, at left, Edwin Van Brunt, Media Pr Org ti (ABP’s agency), 
hrist were amozed to discover that their new church building “coincidence” flooded the switchboard of Foster & Kleiser, and Robert Towne, of W. L. Towne Advertising. At right is Mitchell Tucker, v.p. 
¥ reproduced on a 24-sheet poster to promote the recent West Coast outdoor company. of Oil & Gas Journal. 


NOTICE THE SMILES—H. E. Christiansen, president of Christiansen Advertising 

Agency, Chicago, matched smiles with champion smiler Joe E. Brown recently 

when they discussed plans to promote National Smile Week March 9-15. Gibson Art 
Co., Cincinnati, a Christiansen client, sponsors the annual event. 


WINNERS—At left, Marcel Olis (left), Foote, Cone & Belding Coast Advertising Art sponsored by the Art Directors Club 
artist, discusses his medol-winning photo, prepared for Sun- of Los Angeles. At right, Show Queen Trudy Wroe holds up 
kist Growers, with Kai Jorgensen (right), Hixson & Jorgensen Bill Tara’s outdoor poster, prepared for General Petroleum 
Advertising Agency, at the seventh annual Exhibition of West Corp., that won the George Kleiser medal. (Story on Page 18.) 


el PRE-CONVENTION CONFERENCE—Representatives of the three man; Robert M. Gray; Edgar V. Hall; Caroline Hood, and Evu- REMINISCING—At a recent golden anniversary sales convention of the Phelan- 
“Ss host clubs for Advertising Federation of America’s 48th annual gene S. Thomas. Standing are Charles C. Green, Rita Otway, Faust Paint Mfg. Co., St. Louis, reminiscing and future planning are intermixed. 
: convention—the Advertising Club of New York, Advertising David 8. Starrett, Henry Obermeyer, Morgaret Biggerstoff, Wil- Here William J. Phelan (second from right), president, and Frank W. Phelan (right), 
Women and the Assn. of Advertising Men—met at the adclub liam McDermott, Emma E. Weinstein, AFA President Elon G. Bor- executive v.p., tell Norman Lewis (left), president of Ridgway Co., Phelan’s agency, 
recently to discuss convention plans. In the front row, usual ton, Hortense N. Fillion, Al Parker, Rita Wallace, Herb Lyall and and Maurice A. Tiemann (second from left), company od director, about the 
oe order, are: Nadine Miller; Graham Patterson, AFA’s board Walter Bruce. More then 1,000 delegates are expected at the company’s first advertising. In turn, Mr. Lewis and Mr. Tiemann report on the com- 


chairman; Alice K. O'Connor; Ann Casey, convention co-chair- convention, June 8-11. pany’s 1952 gd and sales promotion program. 
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Junex Hits Jackpot 
with Reducing Aid; 


Plans Expansion 


Cuicaco, Feb. 27—Owners of D- 
Con Co. Inc., maker of rat poison, 
have entered another field in a big 
way with Junex Products, which 
makes a reducing product for 
home use. 

Organized only last September, 
Junex achieved total national dis- 
tribution in the amazing period of 
four months. Retail sales began 
in mid-January. Today, executives 
Say initial response has been so 
great the company plans to spend 
$1,000,000 on advertising during 
1952. 

“Diet Free, Drug Free and Hun- 
ger Free” is the big pitch made 
in the extensive advertising al- 
ready placed by Junex in newspa- 
pers and on radio and television. A 
Junex package sells for $2.98 and 
contains 30 red and 30 white tab- 
lets, which are supposed to last 
10 days. 


® The red tablet is a combination 
of many vitamins, and minerals 
while the white is largely methyl- 
celluose, The product is designed 
to create a “bulk” in the stomach 
and thereby reduce appetite. Jun- 
ex claims one red tablet and one 
white taken three times a day 
provide the following percentages 
of the minimum adult daily re- 
quirements: 

Iron, 100%; calcium, 60%; phos- 
phorus, 30%; iodine, 300%; vita- 
min Bl, 300%; vitamin B2 (G), 
150%; vitamin C, 160%, and vita- 
min D, 100%. 

Junex advertising shies away 
from use of the word “tablet.” 
Sheldon Riskin, assistant adver- 
tising manager, told AA the com- 
pany seeks to promote “the idea 
of Junex” rather than the actual 
product. 

The typical Junex ad calls the 
product “the most amazing medi- 
cal discovery in all home reducing 
history” and claims eight pounds 
can be taken off in 10 days. It is 
backed by a money-back guaran- 
tee. Junex advertising also has 
been accepted by Southern Medi- 
cine & Surgery. 


s Junex has a small home office 
on Chicago’s north side at 430 
Grant St. The retail staff consists 
of 10 persons, with some 35 work- 
ing in the mail order division. Or- 
ders from all parts of the country 
are piled high on desks. Mr. Riskin 
said the staff is “snowed under” 
trying to catch up. 

Company officials refused to 
give specific sales figures, explain- 
ing that the product has only been 
on the retail market for one month 
and “an audit hasn’t even been 
made yet.” 

They stated, however, that busi- 
ness has been booming in every 
market and expansion plans now 
are being prepared. 


® The company has a small sales} 
force but operates chiefly through 
eight sales representatives in key} 
areas of the nation. } 

A mail order campaign was 
launched by Junex shortly after 
the company was organized. Na- 
tional advertising began last month 
after a large volume of repeat or- | 
ders was received through mail) 
order. 

Harold Schwartz & Associates, 
Chicago, is handling mail order for 
Junex with advertising placed 
through Chicago Advertising Agen- 
cy. 

Newspaper space up to five col- 
umns by 300 lines has been taken 
in major metropolitan areas and 
Mr. Riskin estimates that some | 
400 radio stations carry Junex)| 
commercials. | 


i 
| 


8 The company is accenting dis- 
tribution through department 
stores and drug chains. It offers 


The Most Ai om 


SAFELY TAKES OFF UGLY FAT 


juner — 


a ie nee 
(STORE NAME) | 


OVERNIGHT SUCCESS—Ads like these 

helped Junex Products make a big impact 

in the home reducing field within six 
months. 


to pay the full cost of newspaper 
ads which bear the name of the 
dealer. Counter displays and win- 
dow streamers are supplied with 
each order. 

In a number of areas, Junex 


works on a cooperative basis with 


dealers. For example, in Kansas; Wilkinson Heads Research 
City Junex pays for an average of for Hutchins Advertising 


75 commercials a week on the nine 


Charles S. Wilkinson has been 


programs sponsored by the Katz appointed v.p. in charge of re- 


drug chain. 

One-minute announcements and 
program participation also are 
used on radio and TV in every 
major market. 

Junex officials emphasized that 
their promotion activities are hard- 
ly past the test stage and will be 
reformulated within the coming 
weeks. The reformulation, they 
agree, will call for expansion on 
all fronts. 

Lee Ratner, president of D-Con, | 
also heads Junex. 


Opens New York Offices 


Charles Wilkinson 


search of Hutchins Advertising, | +. 
y.|pices of General 


Rochester, N. 
Before joining 
the Hutchins 
agency, he was 
with McGraw- 
Hill Publishing 
Co., New York, 
and two Roches- 
ter agencies. 
Mr. Wilkinson 
is a member of 
the Rochester In- 
dustrial Adver- 
tisers, Ameri- 
can Marketing 


Assn., Sales Executives Club and 
| the Advertising Council of Roches- 


Midnight Sun Broadcasting Co., ter: 


which operates KFAR, Fairbanks, | 


and KENI, Anchorage, Alaska, has | FC&B Promotes Fried 


opened a sales office at 60 W. 46th 


Herbert D. Fried, premium and 


St., New York. James C. Fletcher contest consultant for Foote, Cone 
Jr., eastern sales manager for the| & Belding, Chicago, has been pro- 


company, will 


handle national| moted to account executive on the 


sales ‘n all states east of the Mis-| grocery trade division advertising 
sissippi from the new office and! of Armour & Co., Chicago. Richard 
will coordinate network sales with! P. Einwalter has been appointed 


NBC, ABC and Mutual. 


‘to succeed Mr. Fried. 
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Popular Quiz Coming Back 
“Information Please,” which 
has been absent from the national 
airwaves for some time, will go on 
TV this summer under the aus- 
Electric Co., 
Schenectady. The program will be 
the summer replacement for the 
“Fred Waring Show” on CBS-TV. 
Batten, Barton, Durstine & Os- 


born placed the business, This will 
be the video debut of the quiz 
show; a transcribed version is still 
heard on radio in a few markets. 


\. Pugro-« 


ravers < 


“PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
‘ PERSONALIZED SERVICE 
° Hig! 
679 N. WELLS ST.,'CHICAGO 10, ILL. 
WHitehal! 4-3450-1-2 


ORE WOMEN... 
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PORTLAND CITY NEWSPAPER 
CIRCULATIONS ARE 80% 
CARRIER-DELIVERED...AND 
THE OREGONIAN LEADS BY 
4167 in this important family- 


buying avdience...leads, too, 
in city and RTZ and total! 


e Oregonian 


reaches 


than any other 
selling 
Oregon Market ! 


medium in the 


More support for your product. . 
by more grocers .. 
to more readers in 


the Oregonian 


Largest Circulation in the Pacific Northwest 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Schlitz Leaves Y&R; 


Goes to 3 Agencies 


(Continued from Page 1) 
674 for the year, PIB says. But 
trade sources insist that the actual 
Schlitz radio-TV billings are run- 
ning at about a $4,000,000 rate— 
a nice plum for Lennen & Mitchell. 


s PIB credits Schlitz with $1,040,-| 
840 in general magazines in 1951, 
down 24% from 1950, and news- 
papers have not been an important 
factor. But outdoor—both paper 


and special paint jobs—are. Actu-| 
ally, outdoor is said to be running | 
at about a $2,000,000 clip, so Bur-| 
nett picks up about $3,000,000 in 
billings. The export business, 
which went to Vladimir, is good 
for about $200,000. 

In a way, the Schlitz-Y&R part- 
ing is vaguely connected with 
the fact that Blatz lost a bottle 
design fight to Miller Brewing Co. 

Last August, a judge in Mari- 


Since April, 1951, 


list: 


Altes Brewing Co., Detroit, went to) 
Phill'‘ps-Ramsey Co., San Diego | 
Biackhawk Brewing Co., Davenport, | 
appointed H. M. Stahl Advertising. | 
Burlington, | 
Chi- 


a. 
Burlington Brewing Co., 
Wis., named Critchfield & Co., 
cago. 

Creme Brewing Co., New Britain, 


Conn., appointed Hugh H. Graham & 


Associates. Diamend State Brewery 
Inc., Wilmington, named J. Robert 
Mendte Inc., Philadelphia Dobler 


Brewing Co., Albany, appointed Dave 
Fris Advertising 

South Bend, appointed 
Chicago 


Drewrys Ltd., 
MacFarland Aveyard & Co., 
Frank Fehr Brewing Co., Louisville, 
named McCann-Erickson, Chicago | 
Peter Fox Brewing Co., Chicago, ap- 
pointed Fletcher D. Richards Inc 
William Gretz Brewing Co., Phila- 
delphia, appointed Scheideler, Beck & 
Werner, New York 

Griesedieck Western Brewery Co., 
St. Louis, appointed Erwin, Wasey & 
Co.. Chicago. Gunther Brewing Co., | 
Baltimore, named Biow Co., New| 
York. James Hanley Co., Providence, | 
appointed Badger & Browning & 


There Have Been Some Changes Made! 


when the last complete volume was issued, 
Standard Advertising Register lists 25 account changes in the 
beer field. The Schlitz-Y&R parting makes 26. Here’s the SAR 


| Tatham-Laird, Chicago. 


Boston. Horlacher Brewing 
named W. Wallace 


Parcher, 
Co., Allentown, 
Orr, Philadelphia. 

La Crosse Breweries Inc., La Crosse, 
Wis., appointed H. M. Gross Co., Chi- 
cago. Mater Brewing Co., Los Angeles, 
named John L. Edwards Associates, 
Hollywood. Metropolis Brewery Inc., 
New York, appointed Hilton & Riggio. 
Narragansett Brewing Co., Providence, 
named Cunningham & Walsh, New 
York 

Old Reading Brewery Inc., Reading, 
Pa., appointed Ruthrauff & Ryan, 
New York. Original Beer Importing 
Distributing Co., New York, named 
H. W. Fairfax Advertising. Red Top 
Brewing Co., Cincinnati, appointed 
Cecil & Presbrey, New York. Rubsam 
& Horrmann Brewing Co. (R&H Beer), 
New York, named Sullivan, Stauffer, 
Colwell & Bayles. 

Sick’s Seattle Brewing & Malting 
Ce. appointed Miller & Co., Seattle. 
Stegmaier Brewing Co., Wilkes-Barre, 
named MacManus, John & Adams, 
New York. George Wiedemann Brew- 
ing Co., Newport, Ky., appointed 
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* Follow the example of these na- 
tional advertisers. They have Burgoyne 
test the strength of their appeals to 
today's big cushion of buying power. 


%*% Burgoyne's store panels can tell 
you also in advance the degree of 
success you can expect from your new 
product, package, price or promotion. 


% In three or more of these repre- 
sentative test cities, actual movement 
of your product and your competitors 
gives Management the facts it wants. 


* Tell us what you want pretested. 


pretest your idea 


| 


in key markets 
CANTON 


@ The compact Canton 
Metropolitan Area thrived 


abundantly in the 1940- 
1950 period. 
@ Retoil sales are up 


205% ...wholesale trade 
is up 204% ... population 
increased 20.5% ... indus-— 
trial wages goined 205% 
. 52 new plants were 
added . « « industrial em- 
ployment advanced 65% .* | 
@ Total effective buying 
income $421 billion . . . 
food sales 45.5% above | 
national average . . . drug 
sales 25.3 above national 
average.* 
@ One newspaper, the 
REPOSITORY, covers the 
Canton market . . . 96.7% 
city zone coverage . 
99.4% home delivered. ‘No | 
other newspaper gives you 
3 Ai AS, of 


this key market. 
*1948 Census of Manufacturers 


Burgoyne Grocery &r Drug ~ oo 


FIRST NATIONAL BANK BUILDING 


CINCINNATI 2 


nette, Wis., decided that Blatz (a 
Schenley subsidiary) had unfairly 
imitated the Miller bottle and 
label design. He enjoined Blatz 
from further use of the bottle, and 
also awarded damages to Miller, 
including all profits Blatz had 
earned “from such wrongful man- 
ufacture and sale.” 

The court order was a potent 
factor in inducing Blatz to revamp 
its merchandising and advertising 
setup. It needed a beer-wise ad- 
vertising manager, and it picked 
off Ted Rosenak from Schlitz last 
fall. Schlitz promptly called Ed- 
win B. Self, former ad manager of 
the brewery, out of retirement. 
Rosenak thought Y&R was doing a 
good job; Self apparently had dif- 
ferent ideas. The Schlitz account 
went to Y&R shortly after Rosenak 
took over as Schlitz ad manager. 


® The Schlitz move, despite its 
outstanding record during the past 
five years, stirred special interest 
because the beer business is jit- 
tery. Business has been good, but 
it has not been wonderful. Small 
brewers are having a particularly 
tough time, and mergers are the 
order of the day. The business has 
changed drastically, from draft to 
package. And the volume sales are 
made in food stores, not taverns. 
So the Schlitz-Y&R split climaxes 
26 agency changes on beer ac- 
counts within less than a year. The 
detailed list is on this page. 

The beer barrel has become a 
minor factor in the business. But 
it is significant that all statistics 
in the business are still based on 
barrels, even though relatively lit- 
tle of the product gets into them. 
Production is figured in barrels. 
So are sales and advertising. 

Beer sales in 1951 increased 
1.1%, or 916,374 barrels, over 1950. 
Total ’51 sales, reported by U. S. 
Brewers Foundation, were 83,718,- 
067 barrels. 

Of this total, package sales 
amounted to 61,619,344 barrels, a 
gain of 3.6% over °50. Draught 
sales were 22,098,723 barrels, a 
drop of 5.3% under °'50 draught 
sales. 


@ The trend toward package sales 
is the outstanding factor in the 
beer market. In 1950 package sales 
were 71.8% of total beer sales, 
and draught sales were 28.2%. In 
1951 package sales had increased 
to 73.6% of the total with draught 
sales dropping to 26.4%. 

Chief reason for this is the tre- 
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were rising sharply, 


an average of $1.09 per barrel 


pers, 21.1% 


brewers had budgets much 
“Schlitz,” 


for the year. 


Brewery Ad Budgets Rising—for Biggies 


Modern Brewery Age last year studied brewery advertising 
figures and concluded that expenditures per barrel of big brewers 
while small brewers were cutting down. 
The study did not include national beer advertisers. It showed 


studied, up 2¢ from the previous year. Those selling under 100,- 
000 barrels spent $1.02 per barrel for advertising, against $1.10 
the previous year. On the other hand, over-500,000-barrel 
brewers spent $1.36, against $1.19 the previous year. 

In 1950 the biggest part of the ad dollar of those brewers 

studied went into point of purchase—23.8%. 
, then outdoor, 19.3%, and radio, 17.4%. 
In 1951, Publishers Information Bureau reports, all the leading 
larger than the previous year. 
says PIB, “with an advertising investment of $3,000,000, 
was 36% ahead of 1950. Pabst, just slightly under that total, 
was up 35%; and Schenley (Blatz), Anheuser-Busch, and U.S. 
Brewers Foundation were all well over $1,000,000. Network TV 
reaped the greatest part of the gains but on the whole maga- 
zines and radio were far from being adversely affected.” 

The actual totals shown for 1951, covering magazines, certain 
newspaper sections, network radio and TV—and not including 
newspapers, outdoor, point of sale, etc., were as follows: 

Schlitz, $3,121,151. Pabst, $2,840,820. Schenley (Blatz), $2,815,- 
120. Anheuser-Busch, $1,598,882. Miller, 
$941,446. Theo. Hamm, $493,468. In most cases, these figures 
represent one-half or less of the brewers’ total ad expenditures 


for advertising for all brewers 


Next was newspa- 


$963,621. Ballantine, 


mendous increase of beer sales in 
supermarkets and other food 
stores. Super Market Merchandis- 
ing estimates the average national 
weekly dollar sales volume per 
store for 1951 at $16,000 and that 


about 3.5% of the total was spent, 


for beer. 

There were no breakdowns of 
draught and packaged beer in gov- 
ernment reports before prohibition. 
But it is generally believed that 
the ratio was about 75% to 25% 
in favor of draught beer, the same 
as it was in 1934. This ratio has 
now been reversed. 


@ With better merchandising of 
beer, per capita consumption has 
climbed from 12.1 gallons in 1940 
to 17 in 1950 (latest available fig- 
ure}, a rise of 40%. 

The number of breweries, how- 
ever, has continued to decrease. In 
1935, immediately after repeal of 
prohibition, there were 750 brew- 
eries. In 1951 the number had fall- 
en to 386. 

This definite trend toward con- 
centration of beer production in 
the hands of the larger manufac- 
turers has been reflected in sales 
figures. 

For the past five years Schlitz 


has led the field. Its 1951 sales, 
reported this month in American 
Brewer, totalled 5,700,000 bbls. In 
50, its total was 5,100,000 bbl., 
and in °49, 4,673,000 bbl. 

Anheuser-Busch, holding second 
place, reportedly sold 5,400,000 
bbl. in °51; 4,900,000 bbl. in ’50, 
and 4,526,000 bbl. in 49. 

Third place in ’51 is still be- 
lieved to be held by P. Ballantine 
& Sons, but the company has re- 
leased no figures. It held third 
place in °50 with 4,375,000 bbl., 
and in °49 with 4,514,000 bbl. 

Fourth place in ’50 was held by 


INEXPENSIVE & DURABLE 
DUO-TANG Loose-leaf COVERS 


FREE—Send for semple cover and price list 
LOUIS FREY SALES ORGANIZATION 
20 Branford Pi., Newark 2, N. J. 


your success is 


“A 


business... 
our deadlines without sacrificing quality... 


roviding your organization with efficient 
service, willingly given... 


producing for you the finest quality printing 
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Pabst Brewing Co. with 4,300,000 
bbl. No figures for ’51 are avail- 
able here. This figure is for Pabst 
only. Eastside beer, owned by 
Pabst, adds another 800,000 bbl. to 
the Pabst total. Other breweries 
among the leading ten, according 
to 50 figures, include Schaefer, 2,- 
800,000; Liebmann, 2,600,000; Fal- 


Last Minute News Flashes 


New Frozen Food Monthly Will Bow in August 

New York, Feb. 29—Don Gussow Publications will publish a new 
monthly, Frozen Food Age, beginning in August. Editor and general 
manager will be A. H. Rosenfeld, previously editor of Quick Frozen 
Foods. Initial circulation will be 13,500 (9,000 of which goes to volume 
retail buyers). It will be tabloid size, 11%x14%”, and the page rate 


staff, 2,300,000; Miller, 2,150,000;| will be $475. John Mulligan will be advertising manager on the new 


Blatz, 1,750,000, and Pfeiffer, 1,-| publication, as he is on Candy Industry and Bottling Industry. Circu- | 
650,000. | lation will be paid, although the publication will belong to Controlled | 
two of} Circulation Audit Inc. 


These ten breweries, 
which (Schaefer and Liebmann) 
do not have national distribution, | 
are estimated to sell from 3344 to 


U. S. In 1949, 25 brewers in the 
U. S. sold 514%% of the nation’s 
total beer volume. 

As a comparison, the 1945 rank- 
ing of the ten leading breweries 
was: Anheuser-Busch (3,760,000 
bbl.); Schlitz (3,062,000); Pabst 
(2,833,000); Ballantine (2,810,- 
006); Schaefer (2,250,000); Rup- 
pert (1,885,000); Liebmann (1,- 
325,000); Blatz (1,093,000); Du- 
quesne (1,034,000): Krueger (850,- 
000). Miller, generally . considered 
a “fast comer,” reported 1951 sales 
of 2,612,581 bbls. 


Nielsen Launches 
Comprehensive New 


Broadcast Ratings 


(Continued from Page 1) 
sets, etc. 

Althougk the new NCS reports 
will be comparable in some re- 
spects to those of BMB, Nielsen 
said that they “will go far beyond 
the general type of station and 
network data previously furnished 
by BMB.” 


# A. C. Nielsen, president of the 
company, told AA that the new 
method will combine data from the 
Audimeters now located through- 
out the U. S. and from the various 
Nielsen Radio Index and Nielsen 
Television Index services now 
rendered in locai areas. 

In addition, however, the new 
NCS reports will employ the 200- 
man Nielsen field organization, 
which will visit and interview 
familes in almost all 3,000 counties 
in the 48 states and conduct inter- 
views with all members of the fam- 
ily to lessen the chance of error. 

The interview techniques “will 
be validated and adjusted in many 
important ways by application of 
Audimeter data,” Mr. Nielsen said. 
This is “a vital step” which has 
long been advocated by leading 
research men. 


® He said that the new service will 
be superior to BMB reports in the 
following ways: It will employ a 
sound sample; it will have a high 
percentage of response; reports 
will be based on interviews with 
all members of families, and ac- 
curacy will be assured through 
integration of all available data. 
He said that the first report will 
be available soon and that the 
methods and costs will permit a 


new report at least once a year—' 


or more often if the industry pre- 
fers. 


Donahue & Coe Gets Bonds for Israel 


New York, Feb. 29—The American Financial & Development Corp. | 
35% of all beer consumed in the} for Israel, which has been running the Bonds for Israel drive, has | 


switched its account from Hirshon-Garfield to Donahue & Coe. Walter 


used, with possible expansion to radio and TV. 


Newton Kook Goes to United Distillers 

New York, Feb. 29—Newton Kook, formerly with Quality Importers, 
and before that general sales manager of W. A. Haller Corp., has suc- 
ceeded Al Fenderson as v.p. and sales manager of United Distillers of 
America. 


Krueger Will Use Radio, TV, Papers and Outdoor 


Newark, N. J., Feb. 29—-Krueger Brewing Co. will launch a new ad 
program March 17 with weekly insertions for 39 weeks in 30 news- 
papers from Maine to Georgia, 800 outdoor displays and five to 15- 
minute news and sports broadcasts on 48 radio stations and TV spots 
on the Yankee Network. Charles Dallas Reach Co. is the agency. 


Pearson Plans Magazine Drive for Ennds 

New York, Feb. 29—Pearson Pharmacal Co. will break a half-page, 
two-color campaign for Ennds internal deodorant in Collier's, Life, 
Look and The Saturday Evening Post. First ads will probably be in 
April issues. Harry B. Cohen Advertising is the agency. 


Ivor Kenway Forms Company; Other Late News 

e Ivor Kenway has resigned from Grey Advertising Agency to form 
Ivor Kenway Associates with offices at 62 W. Putnam Ave., Green- 
wich, Conn. The new company will specialize in sales development for 
Connecticut and western Massachusetts manufacturers. Mr. Kenway 
is a former v.p. of American Broadcasting Co. 


e Seabrook Farms (Hilton & Riggio) will sponsor Joseph Cotton in a 
weekly adventure series, “The Private Files of Matthew Bell,” starting 
March 16 at 4:30 p.m., EST, over 150 Mutual stations. 


e Vernon Brooks, formerly director of general advertising of the 
Scripps-Howard Newspapers, has been named associate business man- 
ager in charge of advertising of the New York World-Telegram & Sun. 
| Replacing Mr. Brooks in the Scripps-Howard post is Lewis A. Findler, 
for the past several years assistant to Mr. Brooks. Richard A. Murray, 
advertising uirector of the World-Telegram & Sun, continues in that 
capacity. 


e Kimberly-Clark Friday raised its book paper prices about 3%. 
Other companies are following suit. 


e Ex-Lax Inc., Brooklyn, is sponsoring a new daytime serial, “The 
Doctor’s Wife,” over the National Broadcasting Co. radio network, 
daily, 5:45-6 p.m., EST. Warwick & Legler, New York, is the agency. 


Most TV Stations 
Sign Up for Code 


WASHINGTON, Feb. 29—All four 
TV networks and most stations 
have subscribed to the new tele- 
vision code that goes into effect 
| tomorrow. 

Stations pay $520 a year to sup- 
port the code authority, set up as| order section. 
part of National Assn. of Radio The section bears the title “The 
and Television Broadcasters. Those} Weekend Trading Post” and is 
joining can display a “Seal of| semi-editorial in format. It’s open 
| Good Practice.” |to retail stores, manufacturers, 
Seventy-seven stations had sent | publishers and mail order houses 
|in their checks by yesterday and) using only one address and making 
the total is expected to reach 90;no reference to dealers. Space 
|by the end of today. There are} available is 45 agate lines on one 
| 108 TV stations on the air. |eolumn. Picture size is 21 lines 
Spokesmen for several stations, | deep and 26 lines wide. 
| asked by AA what effect the code| The section is printed by roto- 


will have on length of commercial | gravure. Advertisers need supply 


‘Chicago Daily News’ 
Plans New Weekend 
Mail Order Section 


CuHIcaGco, Feb. 28—Starting 
March 15, the Chicago Daily News’ 
weekend Home and Life Maga- 
zine supplement will carry a mail 


Mr. Nielsen has appointed John| time in programs, said no trouble| only photo or artwork and copy. 
K. Churchill, formerly director of| is expected. They said their own| The Daily News will undertake 
research for BMB, as a Nielsen| standards have been as strict all/all other necessary work, at no 
v.p. to supervise the new project| along as the time standards for} extra cost. 


under Mr. Nielsen. Ten other Niel- 


sen top executives have been as- | 


signed to handle various phases of 
the project. 

In getting out-of-home listen- 
ing figures, Nielsen is asking each 
member of the family what he 
listened to “yesterday.” Those who 
listened to radio the day before 
are asked what hour they listened, 
how long they listened and wheth- 
er they listened in automobile, in 
another house or elsewhere. 


Fuerst Joins KGO-TV Sales 


George Fuerst, formerly with 


KJBS, San Francisco, has been ap- 
pointed to the sales staff of KGO- 
"V, San Francisco. 


sponsors set up in the code. 
insertion is $1.95 per line, with 
discounts for multiple insertions. 


| National ad rate for a one-time 
| Closing date is three weeks pre- 


|}@ The code’s review board held 
its first meeting here yesterday. 
The five members, headed by 
Walter Damm of WTMJ-TV, Mil- 
waukee, conferred with Paul) 
Walker, new chairman of the FCC; 
Eric Johnston, head of the Motion 


allowed, but with no cash dis- 
counts. 


Weir, v.p. of D&C, said newspapers, magazines and outdoor will be} 


ceding date of issue. The regular | 
15% agency commission will be 


Picture Code Authority, and mem- 
bers of the Senate interstate com- 
merce committee. 

The code board’s work in part 
will be to convince the Senate 
committee that no laws are needed 
to keep liquor advertising off the 
air. The code includes the prin- 
ciple that advertising of hard 
| liquor should not be accepted. 


Abbott-Kimball Adds Account 


The Los Angeles office of Abbott 
Kimball Co. has been appointed 
to direct advertising, merchandis- 
ing and sales promotion for Hart- 
man Chemical Co., Los Angeles. 
The company will distribute Hart- 
man’s foot lotion as its initial prod- 
uct. Metropolitan papers will be 
the main medium, with radio and 


| TV to be added later. 


FOR 
Holland, Mich., 
drive for “improved” Nullo chlorophyll 


IMPROVED NULLO—De Pree Co., 
has launched a new 


tablets. Media include comics supple- 
ments, seven general and women’s mago- 
zines and 1,700-line b&w newspaper ads 
like this in major markets. Some spot 
radio and TV also will be used. Dancer- 
Fitzgerald-Sample, Chicago, is agency. 


J. M. Hickerson 
Will Reestablish 
His Own Ad Agency 


New York, Feb. 28—J. M. Hick- 
erson, president of Albert Frank- 
Guenther Law, will reestablish his 
own agency in March, Mr. Hicker- 
son resigns from the Albert Frank 
organization Feb. 29. His resigna- 
tion has been expected for sev- 
eral weeks (AA, Feb. 1). 

Mr. Hickerson has been presi- 
dent of the Albert Frank agency 
since J. M. Hickerson Inc. and Al- 
bert Frank-Guenther Law were 
merged Oct. 1, 1950. 

Although Mr. Hickerson has 
signed a lease for office space at 
300 Park Ave., legal difficulties 
between the owner and tenants of 
the building may force him to 
change his plans. The tenants who 
live in the building have brought 
action against the owner to re- 
strain him from leasing space for 
business purposes. 


@ Mr. Hickerson is taking a num- 
ber of accounts with him in leav- 
ing Albert Frank-Guenther Law, 
but declined to name them. He said 
that he will make a full statement 
of his plans within the next few 
weeks. None of the Albert Frank 
personnel, however, is joining him, 
AA was told. 

At Albert Frank, Howard W. 
Calkins, chairman of the board, 
said that the board will hold a 
meeting March 10 and a new pres- 
ident will be elected then. Mr. Cal- 
kins wouldn’t discuss Mr. Hicker- 
son’s withdrawal, but said that an 
amicable agreement was reached 
on all matters affecting the change. 


BENJAMIN G. KAPLAN 

PHILADELPHIA, Feb. 28—Benja- 
min G. Kaplan, 63, president of 
the Hancock Payne Advertising 
Organization, died on Feb. 25 after 
a heart attack. 

Mr. Kaplan had been associated 
with the Philadelphia Record for 
many years. He was advertising 
counsel for several federal savings 
and loan associations. 


Export Ad Men Plan 
May Meeting in N. Y. 


Export Advertising Assn. will 
hold its fourth international ad- 
vertising convention May 8 at the 
Hotel Plaza, New York. This is the 
first time a spring meeting has 
been held. Former meetings were 
in October. 

Convention chairman will be 
Life International’s Jere Patterson. 
John Burke of McGraw-Hill In- 
ternational will head the conven- 
tion promotion committee. 


Moore Returns to Raymer 
William E. Moore has returned 
to the radio sales staff of Paul H. 
Raymer Co., New York, radio-TV 
station representative, after 18 
months as captain in the U. S. Air 


| Force. 
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Spot Radio Medium 
Is Hot as a Pistol, 
BAB Report Asserts 


New York, Feb. 29—Spot ra- 
dio is attracting more national and 
regional advertisers monthly than 
any other advertising medium. 

This is the conclusion of the 
Broadcast Advertising Bureau fol- 
lowing after a study of reports 
from most of the major national 
radio station representatives. This 
study showed that more than 1,100 
national and regional advertisers 
bought spot radio during January. 

William B. Ryan, president of 
BAB, said the bureau hopes to 
“widen the understanding of this 
phase of radio and to be able to 
report regularly on its dimen- 
sions” during the next year. The 
success of this project will require 
cooperation from stations and na- 
tional representatives, he said. 

Emphasizing the need for more 
data on selective broadcasting, he 
continued: 

“No complete records are avail- 
able on the use of spot radio by 
advertisers similar to those pre- 
pared for network and magazines 
by Publishers Information Bureau 
and for newspapers by Media 
Records. One agency using spot 
extensively describes it as ‘the 
masked marvel of national adver- 


oo” 


tising media’. 


= Other factors pointed out b 
BAB following its January study 

1. “National spot (radio) by it 
self is a more important nation 
medium than outdoor. Estimat 
1951 billings in spot were $135, 
000,000 compared to outdoor’s na 
tional billings of $101,000,000.” 

2. Representatives see the in 
creased demand for one-minu 
announcements as a strong “dis 
cernible trend.” There is no 
enough morning time available 
take care of the advertisers wh 
want to buy it. More sponsors ar 
spotting programs than last year. 

3. The largest single classifica= 
tion among AM spot users is foo 
advertising, with 288 companie 
represented during January. Dru 
and cosmetic products placed sec 
ond with 129 accounts. Beers wer 
third, with 58 brands using th 
medium in January. There wer 
51 active accounts in the soap an 
cleanser classification. 


s Other strong classifications were 
automotive—with nearly all major 
manufacturers included, religious 
(24), telephone companies, petro- 
leum marketers, animal feeds, 
airlines, railroads, confectionery 
and tobacco. 

The BAB found a wide disagree- 
ment as to which sponsors should 
be ranked as the top ten spenders 
in spot radio. Many representa- 
tives, when asked to select ten, 
listed as many as 19. 

As a result the bureau merely 
ranked the “following advertisers 
as among the leaders” (in alpha- 
betical order, not order of money 
spent): Best Foods, Block Drug 
Co., Borden Co., Colgate-Palm- 
olive-Peet Co., General Foods 
Corp., Lever Bros. Co., Procter & 
Gamble, Standard Brands, Vick 
Chemical Co. and Whitehall Phar- 
macal Co. 


Austin Heads Conference 

James W. Austin, v.p. of traffic 
and sales for Capital Airlines, 
Washington, has been appointed 
general chairman of the 35th_an- 
nual conference of the Direct Mail 
Advertising Assn. The conference 
will be held Oct. 8-10 at the Shore- 
ham Hotel, Washington. 


Two Join Needham, Louis 

Mrs. Stephen G. Graham, for- 
merly with Weiss & Geller, Chi- 
cago, and Mrs. Margery A. Finch, 
formerly with Ruthrauff & Ryan, 
Chicago, have been appointed to 
the copywriting staff of Needham, 
Louis & Brorby, Chicago. 
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|Milwaukeeans View 
TV Most on Tuesday 
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| sorbers.” Later, as the product be- 
j}came perfected, the description 
|became “anti-noise_ stopples.” 
| Technicians call them a “malleable | 


WINDOW DISPLAY—Flents Products Co., 


New York, which turns out anti-noise 


stopples for sensitive sleepers and for workers on noisy jobs, uses window displays 
like this in a number of cities. 


Flents’ Saga: a Flock of Swallows 
Becomes 20,000,000 Ear Stopples 


(Continued from Page 3) | 
recounted in a New Yorker ad,| 
headlined “We prevent murder.” | 


eS. T. Seidman & Co, Flents 
agency, delights in running copy | 
like this in The Saturday Review | 
personals column: “TO SLEEP: | 
Perchance to dream. Aye, there's | 


powerdives past his window at 
4 a.m. Sleep went winging. 

An insomniac, swallows or no, 
Mr. Low lost lots of sleep until 
his wife found a French product 
called Boules Quies, a tallow ear 
plug. He brought 100 boxes of the 
things back home, for fear he 
couldn’t buy anything like them 


occluder.” j 

But Mr. Low wasn’t “home free.” | 
There was the problem of getting | 
Flents before the public. He tried | 
hiring a salesman to get drug) 
stores to steck the item. No luck;| 
druggists were deaf to all coaxing. | 
They said Flents was a fake or, in| 
any case, unknown. 


® Then Mr. Low offered to put 
Flents on counters on a consign- 
ment basis. This wasn’t the end of 
his troubles because it took two 
solid months to get even 14 drug- 
gists to nibble at the bait. His best 
location was the Liggett’s store at 
Grand Central. It was 1927 before 
Flents got off consignment. 

Mr. Low dates the start of his 
company from that year—with this 
year the 25th anniversary. He 
finds drug store window displays 
for Flents “a real good deal,” 
worth the $11 he pays through Ex- 
celsior Window Displays for each 
one. Point of sale material cur- 
rently goes to drug stores, depart- 
ment stores and specialty shops 
like Lewis & Conger and Aber- 
crombie & Fitch 

Right now he’s busy working 
out advertising plans with his 


LENTS 


Use 
ANTI-NOISE 
EAR STOPPLES 


Small, pliable balls of wax and 
cotton which mould easily to the 


ear. Harmless — doctors recom. 
mend them. Shut out noise from 
planes, trucks, radios, ete. Help 
night workers sleep in daytime. 
Excellent for workers in noisy 
factories. A boon to mankind since 
1927. Trial box 35¢. Box of six 
pairs $1.25. Also famous — Flents 
Lig't Shield. 

At leading drug or department stores, oF 

Flents Products Co., Inc. 

103 Park Ave., Dept. W¥, New York 17 


Nights, Study Says 


Mitwavkeg, Feb. 26—Tuesday 
night is television night in Mil- 
waukee. The sets-in-use figure for 
that evening, according to WTMJ- 
TV’s fifth annual set-owner sur- 
vey of Milwaukee County, reaches 
81.5%. This is in the period be- 
tween 7-10:30 p.m. 

The survey, taken the week of 
Feb. 1, shows the average number 
of sets in use on Friday, Saturday 
and Sunday nights to be 75%. The 
station says the survey points to 
13,384 TV installations in the area 
reached by WTMJ-TV. 

The leading program for the 
week was “Fireside Theater,” 
with a Tuesday night rate of 
728%. This topped Groucho 
Marx’s Thursday night rating of 
70.2%. Lucille Ball’s “I Love Lucy” 
came in third with 68.7%. 

In general, drama, boxing and 
movies were tops among the pref- 
erences expressed in the telephone 
survey. 


s Another aspect of TV viewing 
comes from the Milwaukee Jour- 
nal’s 1952 consumer analysis (out 
in mid-April). Advance figures in- 


to a movie for more than six 


Bs s 
= me the rub. You were an optimist,| in New York. pe ancig =| os ae Sail ane dans isi eee dicate that about half of the TV- 
xe She speare adios } ° e usin. a spa —Small-space newspo- | owning famili an’ 

- Shakespeare. No radios, no/ in the New York Times Magazine,| per ads like this are used by Flents Prod- . ae ED SUEA Gee 


onking horns and other modern/|@ In 1926 he went back to Europe 


Bleep preventives in your time. 
Well, we do sleep and dream when | 


and wound up in the only Parisian 
drug store that sold ear stopples. 


and papers in Washington, Chi- 
cago and elsewhere. And he’s 


trying to convince hotels they 


ucts Co. for its ear stopples. 


couldn’t sleep because of the 


months. Among the families not 
owning TV sets, less than one- 


s Flents...Soothers for} These were of mutton tallow cov-  — : third said they hadn’t gone t 
ee lents 00 s pe grag deeeggenmelgeneens gy should have their maids distrib- howling of the dog next door, Mr. aula “ae + ee —. phe 
fr. Low, whose primary busi-| disabled vets of World War I. Mr.|Ute Flents in every room. Some|Low wrote, ‘Don't kill the dog, |v onths.» 

Mr. Low, whose primary : s s . ° use the Flents enclosed.” 4 


Ress was crude rubber (he’s still | 
& director of the U.S. Rubber Re-| 


Low offered to act as American 
representative for the product, but 


already do it, but he’s sad about 
some of the big ones. “They won't 
even admit noise gets into their 


# Mr. Low broke off his recital 


Of the TV families, only one in 
ten went to a movie within a week 


Blaiming Co.), got into the Flents | the deal never jelled. 2 . to this reporter when his secre- of the time the survey was made 
peration after a trip abroad “ He wound up buying 10,000 pairs | Toms,” he said. tery ae to tell ies his| (January, 1952). This compares 
923, which took him to a Swiss! outright, and when he returned to : : mother was phoning. “Pardon with almost two out of ten for 
otel. Everything was fine until] the U.S. they were sold under|® Opportunist promotions appeal a? ts id. Th or to the| the non-TV families. 

flock of swallows started doing! the Flents name as “sound ab-| ‘to Mr. Low. Like the time Grand | Me, h bigs “H ig - T ” 
Central Station tried broadcast-|™mouthpiece: ello... nello... , 
_ HELLO!” Griswold-Eshleman Still 


States. 


paity 191,597 


CENTENNIAL 
YEAR 


| CITY OF OAKLAND | 


rom a population of about 75 in 
1852, Oakland has grown to a 
metropolitan area that ranks as the third 
market on the Pacific Coast! 


This year, it celebrates its one-hundredth 


year as one of the fastest-growing industrial, 
business and residential areas in the United 


Serving Oakland for more than three- 
fourths of its existence... 
The Oakland Tribune 


TOTAL NET PAID CIRCULATION 


(A.B.C. Publisher's Statement, Sept. 30, 1951) 


s 


SUNDAY 199,496 


Oakland 264 Tribun 


“ ee 


- 


Representatives Including Sunday Magaz 


ing transcribed music and spot 
commercials to the “captive” au- 


Low sent a pretty model through 
the station beating a drum. The 
drum bore a_ legend saying: 
“Dam the noise—Use Flents.” 
The model gave thousands of the 
ear stopples away. 

Civic-minded Mr. Low (he 
served on the Clothing Relief 
Commission during the depres- 
sion and has earned citations for 
his work with the Rockland State 
Hospital) regards his product as 
a boon to mankind. He hasn't 
made a fortune with Flents, and 
doesn’t expect to, but he gets a 
big bang out of the blessed quiet 
Flents brings would-be sleepers 
and industrial workers. 

Noise he doesn’t like. When Lon- 
doners were afflicted by the 
bombs of the German Luftwaffe 
in World War II, he sent them 
20,000 Flents gratis. And when 


somebody wrote him to say he 


There must have been no reply, 


hear me, anyway. And I won't 
shout. I won’t shout. Too much 
noise already,” he said, with a 
wave of his arm toward the city 
outside his midtown office win- 
dows. 


To Kenyon & Eckhardt 


Edgar W. Clark, formerly mer- 
chandising manager of the tire 
division of Dayton Rubber Co., has 
joined Kenyon & Eckhardt, New 
York, as sales promotion director 
of the agency’s promotion and 
publicity department. 


Lief Starts Company 

Alfred Lief, author of “The 
Firestone Story,” has started Al- 
fred Lief Publishing Projects for 
the production of company his- 
tories, business studies and other 
publishing projects. The office is 
at 60 E. 42nd St., New York. 


Has Thompson Products 


* ; “ 
dience in the terminal. When| >ecause Mr. Low said: My] In reporting the movements of 
Iss2 —_ 1952 people started protesting, Mr.|™0ther is 88 and deaf.” Then,/ accounts in its agency billings re- 
hanging up the phone: “She can’t} port, Feb. 25, AA said Meldrum & 


Fewsmith had acquired Thompson 
Products during the year. Actually, 
Thompson Products’ valve, ac- 
cessories and jet propulsion divi- 
sions went to M&F in 1951. 

The bulk of the account is han- 
dled by Griswold-Eshleman Co., 
Cleveland, and AA erred in trans- 
ferring it bodily to Meldrum & 
Fewsmith. 


Appoints Excello Sales 

Excello Sales Agency, Chicago, 
has obtained an exclusive contract 
for the national sales of all prod- 
ucts of Jules Montenier Inc., Chi- 
cago, producer of Stoppette spray 
deodorant. 


Copeland Named A.M.., S.M. 


Paul R. Copeland Jr. has been 
appointed advertising and sales 
promotion manager of the home 
appliance division of Murray Corp. 


of America, Scranton, Pa. 
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This Week in Washington 


Loss Leaders Compared to Newspaper 


By STANLEY COHEN 
Washington Editor 
WasHIncTon, Feb. 28—Samuel 
Rosenthal, whose Standard drug 
chain does $3,000,000 a year, 
startled the House judiciary com- 
mittee’s fair trade hearing Mon- 


was sponsored by Senate postal 
committee leaders, atoning for 
their carelessness in permitting 
such an economic monstrosity to 
become law. 

The bill goes to the House postal 
committee, where Rep. Harold 


day by defending “loss leaders.” | Hagen (R., Minn.), inventor of the 


He pictured the daily newspaper | 


as the most obvious example of a 
loss leader. “It must cost at least 
$1.50 to produce a copy of the 
New York Times,” he told com- 
mittee members. “But you buy it 
for 5¢ because advertisers offset 
the loss in the hope you will read 
their ad and buy their product.” 

House judiciary and commerce 
committee members seem deter- 
mined to get stronger resale price 
maintenance laws through this | 
spring. Mostly from rural areas, | 
committee members are suspicious | 
of high pressure metropolitan re- 
tailing methods. They appear con- 
vinced that fair trade is something 
to help small business. 


* 2 FY 

TV’s experiment with paid po- 
litical time is going to make 
trouble. FCC and Congress are 
sure to hold that stations must 
provide political rivals with equal 
facilities—not merely equal op- 
portunity to buy time. Serious 
discriminations could bring drastic 
legislation down on the industry. 

Sen. Edwin C. Johnson (D., 
Colo.), chairman of the Senate’s 
commerce committee, has already 
warned that paid time may limit 
the opportunity for political office 
to those who are wealthy or in a 
position to win support of powerful 
pressure groups. He’s getting non- 
partisan support from serious- 
minded congressmen. 

Sen. Johnson says the experi- 
ment with paid political time is 
part of the whole problem of TV’s 
“public service programming.” He 
is telling friends on the Hill it may 
be necessary to pass a law re- 
quiring stations to contribute a 
specific amount of time weekly for 
educational and other non-com- 
mercial purposes. 


ca * * 

In a split second Monday, the} 
Senate passed S. 2394, repealing 
the 10% surtax on postcards pur-| 
chased in quantities of 50 or more. | 
The bill—passed without debate— | 


surtax gerrymander, is looking for 
a way to back out gracefully. As 
you may know, he sold Congress 
on the surtax as a device to help 
small printers. 


. * 2 

National Production Authority 
is telling consumer goods pro- 
ducers that things will be looking 
up after midyear. Reflecting a 
definite change in outlook, offi- 
cials told small appliance producers 
and vacuum bottle manufacturers 
durables will have their steel and 
aluminum allotments increased be- 
ginning in third quarter. There 
are predictions that automobile 
production will level off, too. 

In part, this is the payoff, the 
“stretch-out”—the decision to ex- 
tend the defense program into 
1955 and 1956, instead of rushing 
for completion in 1954. But it also 
reflects an easing of the scramble 
for metals. This indicates that 
NPA’s control system is working 
effectively. 

* . w 

Now that final returns are in, 
the Commerce Department finds 
that consumers spent a record 
$151 billion at retail last year, 
and got 4% less goods than they 
bought in 1950 for $144 billion. 
The year’s totals give a disarm- 
ingly optimistic picture of current 
retail sales, however. 

By the fourth quarter, sales of 
hard goods had fallen 17% below 
first quarter, with the drop most 
noticeable in autos and home fur- 
nishings. Soft goods were still 
running 2% ahead of early 1951, 
thanks to food, but apparel and 
general merchandise were down. 

o * e 

The showdown on legislation 
prohibiting broadcasting and tele- 
casting of distilled spirits ads is 
expected in Senate’s commerce 
committee within the next two 
weeks. Beverage and broadcast 
groups believe they have a fight- 
ing chance to win in committee. 
Industry people argue effectively 


* 


~ 


oeeemegeeee | Audit Bureau Film 
Laundry Can Give You ey 
Gets Big School 


| MORE TIME FOR LIVING... | | 
eo : ORY ss 
=~ Booking for 1952 

‘ me | Cuicaco, Feb. 27—Distribution 
| of the motion picture of the Audit 
| Bureau of Circulations, “Now We 
| Know,” is being extended to the 
| educational field in a big way. Al- 
ready, 1,100 showings in schools 
and colleges between Jan. 1 and 
June 1, 1952, have been booked 
through Modern Talking Picture 
Service. 


»+-And For A Better Laundry 
LOOK FOR THIS SEAL 


ceived with enthusiasm by busi- 
ness groups, including advertising 
|clubs, civic associations, media 
| groups, advertisers’ and publishers’ 
| staff meetings, etc. The total num- 
| ber of audiences which have seen 
| the picture is over 1,000, and the 
|75 prints of the film have been 
kept busy. 

| 

| @ Modern Talking Picture Service 


The film was produced for the) 
bureau in 1948 by Wilding Picture | 
Productions Inc. It has been re-| 


67 


has 28 distribution offices, and its 
offer of the ABC film to the edu- 
cational field has brought an un- 


{expectedly strong response. 


“We continue to receive requests 
for repeat showings to groups of 
experienced advertising and pub- 
lishing executives,” reported Carl 
Gazley, assistant managing direc- 
tor of the ABC, who is in charge 
of this activity, “and many of 
them have described the picture as 
an excellent refresher course in 
media selection.” 

The film dramatizes buying 


| space on the basis of verified cir- 


culations as compared with the 
lack of information available prior 
to 1914, when the bureau was or- 
ganized. 


Barwood Joins U.S. Trunk 


Edgar A. Barwood, formerly ad- 
vertising and sales promotion 
manager of American Luggage 
Works Inc., Providence, has been 
appointed sales and advertising 
manager of United States Trunk 
Co., Fall River, Mass., manufac- 
turer of trunks and luggage. 


IN ‘LIFE’—The American 


Institute of 

Laundering is running this half-page 

ad in the March 31 issue of Life to pro- 

mote more business for its members. 

Christiansen Advertising Agency, Chi- 
cago, is the agency. 


there has been no proof that dis- 
tillers intend to go on the air. They 
are counting on votes of senators 
who would prefer to avoid a floor 
vote on a wet-dry issue in the ‘ 
election year. 


Buys New Mexico Paper 

New Mexico Newspapers Inc. 
has bought the Gallup Independ- 
ent James K. Green will be pub- 
lisher of the newspaper. The Gal- 
lup paper was sold by A. W. 
Barnes, who took over the paper 
13 years ago. Lincoln O’Brien is 
president of New Mexico Newspa- 
pers Inc. and was editor of the 
Boston Evening Transcript before 
coming to New Mexico and start- 
ing the chain. 


BUT... 
YOU NEED THE 


Tie In on Lent Promotion 


A cooperative Lenten food pro- 
motion has been launched by the 
Olive Advisory Board, San Fran- 
cisco, and Pet Milk Co. Full-color 
layouts are scheduled in Holiday, 
Sunset and This Week Magazine 
and leading women’s service mag- 


YOU MIGHT FALL A MILE 
AND STILL LIVE*— 


ee 


FETZER STATIONS —NOT LUCK— 
IN WESTERN MICHIGAN! 


| 


| at 318 E. 56th St., New York. Pro- 


azines. J. Walter Thompson Co., 
San Francisco, is the Olive Ad- 
visory Board’s agency. 


Forms Technical Visuals Inc. 


H. E. Beyster & Associates, De- 
troit architect and engineer, has 
formed a new division, Technical 
Visuals Inc., with offices at 14620 
E. Seven Mile Rd., Detroit 5. The 
division will specialize in the de- 
sign and production of catalogs, 
mechanical literature and techni- 
cal art. 


Red Star Yeast Elects Two 


James A. Kirkman Jr., executive 
director of sales and advertising of 
Red Star Yeast & Products Co., 
Milwaukee, and Robert T. Foote, 
executive director of manufactur- 
ing and research, have been 
elected v.p.s. 


Solves Production Problems 
Procoor, a company formed for 
the purpose of solving production 
problems in advertising and mer- 
chandising, has opened an office 


coor is an abbreviation for pro- 
duction coordination. 


FC&B Appoints Hollihan 
Garrett Hollihan, formerly radio 
and TV director for Brisacher, 
Wheeler & Staff, San Francisco, | 
has been appointed an account ex- | 
ecutive of Foote, Cone & Belding, | 
San Francisco. | 


If you’re gunning for bigger sales in Western Michigan, use 
the double-barreled power of the Fetzer stations—WKZO-TV 
in television, WKZO-W JEF in radio. 


TV—WKZO.-TY is the Official Basic CBS Television Outlet for Kala- 
mazoo-Grand Rapids, and also provides intensive primary service to 
Battle Creek and dozens of other important cities and towns in Western 
Michigan and Northern Indiana. The WKZO-TV signal effectively 
reaches more sets than are installed in metropolitan Kansas City, Syra- 
cuse or Louisville! A recent 24-county Videodex Diary Study made by 
Jay & Graham Research Corporation shows that WKZO-TV delivers 
54.7% 4 Western Michigan and Northern Indiana homes than 
Station “B” 


AM—WKZO, Kalamazoo, and WJEF, Grand Rapids, are far and 
away the best radio buys in Western Michigan. Bought in combination, 
they cost considerably less than the next-best two-station choice in 
Kalamazoo and Grand Rapids, yet deliver about 57% more listeners! 
BMB figures prove great rural circulation, too. WKZO-WJEF’s undu- 
plicated BMB Audience is up 52.9% over 1946 at night—up 46.7% 
in the daytime! 


Get the whole Fetzer story—write direct or ask Avery-Knodel. 


*On January 6, 1918, Capt. J. H. Medley fell out of an airplane at 
ear — at 10,000 feet the plane dived under him and he fell 
into it 


WKZO-TV ““wkzo 


Top’ * WESTERN MICHIGAN tor m™ KALAMAZOO 
AMD NORTHERN INDIANA ano GREATER 
WESTIRN 
(CBS RADIO) 


(CBS RADIO) 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 
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If you see a man in a super market buying food . . . don’t be fooled. He’s 
just a big, strong back. His shopping list was dictated by the little woman. 
It’s she who knows what the family needs. : 


Last year she bought $30,000,000,000 worth of food—in her own shrewd, 
feminine way. 


Behind every food product she buys is an idea about a meal . . . behind 
every meal an idea about the happiness and welfare of her family. 

Nobody knows better than McCall’s how to put these ideas in the feminine 
mind. 

Its appetizing food covers catch her eye. Its exciting editorial food pages in 
full-color set her to dreaming about meals of her own. Its recipes tell her 
“how.”” Then McCall’s busy-as-a-bee merchandising guides her right to the 
shelves of her local food store. 

Naturally, food advertising works harder in McCall’s. Because McCall’s 
helps sell your product to more than 4,150,000 important food buyers... 
again and again and again. 


*, anything else 


MeCalls 


UP in circulation... UP in advertising 
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2 : | ei e y . 

PAGEANT OF NATIONAL FOOD EDITORIAL. McCall's TEST KITCHENS. Why McCALL’S FOOD SERVICE RETAIL MENTIONS. Last MONTHLY AD-PLANNER 
on the magazine cover, BRANDS. A mammoth food editors promise a sur- McCall's recipes really work. BULLETIN. The latest news year McCall's tied in with SERVICE. Cooperating with 
instead of the traditional one month food promotion in prise every month . . . pages They've been tested for on food for 5,000 food serv- 45,043 retail food advertise- Super Market Institute, 
pretty girl. McCall's did it 3,000 food stores from coast of the most appetizing perfection in McCall's Test ice women, 21,000 home ments, more than any other McCall's provides an end- 
first . . . has done it most to coast. Makes sales local dishes you ever saw. In full Kitchens—where McCall's economics teachers. It offers Magazine. McCall’s-adver- less flow of food-selling ad 
often. It’s part of the all up and down Mc color, with practical, easy- “cooks for millions.” Mc- 132 different items of in- tised food products ap- ideas for 6,000 food stores, 
McCall’s idea of service. Street, and that’s just about to-follow recipes. Food sales Call's checks up on appli- formative manufacturers’ peared in 2,402,622 lines of including 4,000 super mar- 


Women love it. everywhere. start here. ances here, too. literature. local advertising. kets. Every month. 
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